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HE fattest man at a dance is not always the one 

that makes the biggest hit. A dzg electric sign 
isall right in its place, but the /#tt/e gem that makes 
people sit up and take notice, appeals to the Azgh-class 
trade in any community. 


Theatre signs may be sma// in siz, but large 
in Ausiness-getting possthiltttes. 


We have the knack and science of 
combining the best advertising values / 
in the world in the porcelain enamel 
steel sectional letters and strip light 
flashing attractions. 


Let us show you several 
winning combinations that 
will prove a good invest- 
ment from every point of 
view, to you and your 
customer. 


“seeue 











Federal Sign System (Electric) 
NEW YORK CHICAGO SAN FRANCISCO 
1790 Broadway 640 West Lake Street 257 8th Street 
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ELECTRICAL MERCHANDISE 





Are you selling 
Westinghouse 
Electrical Ware? 


UNDREDS OF DEALERS 


now sell Westinghouse Elec- 
tric Ware because it is a rapidly 
moving and profitable line to carry. 


@_ It is easy to sell because there 
is a steady demand for “Things 
Electrical” these days, and people 
are asking for the ‘“ Westinghouse 
Electric’ brand of goods, recognizing 
the responsibility back of the name. 


@. Westinghouse Electric Ware 

may be compared to fine silverware ar 
in its style, workmanship and finish. 
Made of the best materials, it is 
bought for its quality, and because 
it will be useful for years. 


@_ Every member of the family 
appreciates Westinghouse Electric 
Ware because of its every day 
usetulness. 


@. We supply attractive selling helps in the way of 
cut-outs, literature, electrotypes, etc. 


Percolator, Nickel, 
3 to 7 Cups 


Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Penna. 


Empire Type Percolator, 
Nickel or Copper, 
3 to 7 Cups 


Chafing Dish, Nickel or Copper 








Tea Samovar, Nickel or Copper 
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The STANDARD Electric [7 The STANDARD Electric 


Compartment Cooker al | Compartment Cooker 


is almost as popular among house- 
wives in hot weather as an elec- 
tric fan. It performs all the long- 
hour cooking operations auto- 
matically, saving labor and time. 
It makes electric service indis- 


pensable. 


pays you from $9.00 to $18.00 
annual revenue—all of it off-peak 
load. No investment or special 
rate required. It is THE lamp- 
socket revenue producer, abso- 
lutely satisfactory, to you and 
your customers. 


Summertime is the time to sell Compartment Cook- 
ers. Geta sample now and start a campaign in 
July when all other business is practically dead. 


Ei PER Meso A 


TOLEDO, OHIO 
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CUT NO. |! 


The commutator of compe- 








An X-ray picture showing the simple construction of the Magic. 


Our One Argument is Quality 


If You are Interested in the Quality of the Appliances You Sell, You Must be Interested in 


“THE MAGIC” 


Trouble-Proof Suction Cleaner 


The MAGIC is easy to sell and it stays sold. You don’t lose all the profits 
on repairs, replacements and trouble-shooting. For the MAGIC is trouble- 
proof—absolutely. It’s all in the motor. The MAGIC has a compensated 
auxiliary winding. This type reduces commutator wear to an irreducible 
minimum. Also it costs nearly twice as much as the motors used on other 
cleaners of comparable size. The special design, and the extra care, finer 
materials and truer testing incorporated in this motor insures you against 
the exasperation and expense of complaints and repairs. 


Here is the Proof 


In an endurance test of continuous operation day and night, between the MAGIC 
and two other well-known cleaners, the commutator of the motor on one of the other 
makes wore down 1/32 of an inch in 150 hours; the commutator on the other was 
worn out at the end of 500 hours. (See cut No. 1.) The commutator on the motor 
of the MAGIC Cleaner showed no perceptible wear after continuous operation for 
3,000 hours. 





Cleaner, after 
continuous operation. Wear 


And when the MAGIC was stopped at the end of 5,000 hours’ continuous running, CUT NO.2 


ting cleaner, worn out. at the wear was hardly perceptible, and the cleaner was nearly as good as new. (See Gb& commutator of Magic 


5,000 h 
end of 500 hours’ continuous cut No. >) 


hardly perceptible. 


Investigate the MAGIC eritica//y. Put it through amy test you please. 
The more thoroughly you investigate, the surer you will be that the 
MAGIC is the o7/y practical cleaner for your central station to handle. 


One central station bought and sold over 1000 of our machines within six 
months. Let us tell you w/y they bought them and /ow they sell them. 


INNOVATION ELECTRIC COMPANY, Inc. 


585-589 Hudson Street, New York, U.S.A. 
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Selling Wiring as Merchandise 


A Record of 221 House-wiring Contracts in a City of 15,000. 


By Frepv H. Scueer 


How and Why they were Secured 


Contract Agent, District S, Public Service Company of Northern Illinois 


N a house-wiring campaign recently 

held at Streator, [l., and surrounding 

territory (what is known in the Public 
Service Company of Northern Illinois 
as District S) a record was established 
in the securing of contracts for wiring 
existing buildings. Two hundred and 
twenty-one such contracts were secured 
in a campaign that covered a period of 
only thirty days, this being, we believe, 
the best result ever obtained in a town of 
only 15,000 people. 

During the thirty-day period, four 
salesmen devoted their entire attention 
to the campaign, with results as follows: 
W.2. yen... .. tl contracts 
lt. ee 53 contracts 
H. W. Hildebrand 21 contracts 
R. P. Parshall. . 34 contracts 
Contractors . . 72 contracts 


TOM... 54. 221 contracts 

How was this result) accomplished? 
It is our belief that it was made possible 
through three factors: our method of 
handling the proposition on a_ strict 
merchandising basis, our very careful 
preparation of plans and advertising, 
and the cooperation of the contractors. 

When we speak of handling a house- 
Wiring campaign on a merchandising 
basis, we mean that the house-wiring 
contracts were secured on the same basis 
as a department store merchandises its 
wares. 

It is a fact well known to all central 
stations that about the most difficult 
class of business to secure is the small- 
resident customer. It is also a_ well- 
known fact that this class of people buys 
bargains and that they are as much in- 
fluenced by a pride as by price. Depart- 
ment stores have long realized these 


facts and accordingly, such stores almost 
always exploit their wares by well- 
advertised bargain sales. These being 
the existing conditions, it follows that 
the success of any campaign will vary 
in proportion as the several essential 
factors are utilized. 


MAJORITY of the people today 

are well aware of the advantages 
of electric service. Their interest, how- 
ever, is only passive and it takes a 
positive impulse to start things going. 
The salesman who takes advantage of 
human nature in the same way that the 
department store does, has a large natural 
fulerum from which he can get a big 
boost in putting it over. These human- 
nature elements are: first, the attractive- 
ness of a campaign proposition; second, 
the pride of every woman, not only in 
her home, but also in her social relations. 
With these factors in mind, our cam- 
paign was planned. 

Our advertising, as you will note, was 
based upon the slogan, “Our Club Offer 
Affords You A Bargain.” It was pointed 
out that because the company expected 
to wire up a very large number of homes 
within a very short time, the aggregate 
business amounted to a single huge job 
which was obviously less expensive than 
a number of small individual jobs. As 
was explained in the opening announce- 
ment, “During the next thirty days all 
contracts made for house wiring will be 
considered as a unit and the material and 
labor involved figured at the lowest 
possible basis, such as can only be done 
when large quantities are concerned, 
and persons making contracts this month 
will be given the benefit of the low figure.” 
This was the bargain feature, but in 


addition very liberal terms of payment 
were advertised——1 24th of the contract 
price in cash with order and the balance 
in 24 monthly payments which were to be 
added to the lighting bills. As a final 
something-for-nothing inducement, a 
portable lamp or an electric iron was 
given with each contract made during 
the campaign. 

The advertising consisted of full-page 
newspaper announcements (two of which 
are herewith reproduced), several smaller 
newspaper ads, a huge banner decorating 
the sides of a street car, two circular 
letters and several post cards. The 
first letter was sent out on the third day 
of the campaign to every tenant or owner 
of an unwired house; then were sent at 
intervals the several cards, and at last the 
final do-it-now letter. The newspaper 
advertising and the street-car banner 
kept the campaign forcibly before the 
eyes of the entire community, while the 
letters, reproduced below, carried the 
message right into the homes. 





Streator, {Hinoi 
March 22nd, 1915 
Mr. John Brown, 
221 FE. Main St., 
Streator, Hlinois. 
Dear Sir: 

HAVE YOU HAD AN ESTIMATE FOR 
WIRING YOUR HOME? 

We are prepared to wire your house for any 
number of outlets with fixtures, elaborate and 
complete as you wish to have them on our 
liberal house-wiring proposition at exceptionally 
reasonable prices. 

Your first cost is but one-twenty-fourth (1-24 
of the complete cost, the balance payable 
monthly for two vears. 

Once your house is wired, you can enjoy not 
only electric light with all its decisively dis- 
tinguishing advantages, but the use of the elee- 
tric fan, electric flatiron.toaster, washing machine 
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and numerous other convenient appliances. 

Remember it is safe, healthful 
venient and economical. 

Sign the enclosed card and have our represent- 
ative call and explain our proposition and you 
will be surprised at what a low cost we will 
equip your home. 

Estimates are free. 


clean—con- 


Yours very truly, 
PUBLIC SERVICE COMPANY 
of Northern Illinois. 


Streator, Illinois, 
March 27th, 1915 
Mr. John Brown, 
221 E. Main St., 
Streator, Iilinois. 
Dear Sir: 

Your telephone number is 801-L. 

We would call you now but perhaps the time 
is not opportune. 

Our telephone number is 501. 

We are at home all day. 

You have undoubtedly heard much of elec- 
trical light and its numerous advantages, but 
you are not enjoying them. 

Step to your telephone, call up 501, Contract 
Department, and we will have our representa- 
tive call. 

Estimates are free, and are cheerfully given. 
Our proposition is decidedly liberal. 

You will never be satisfied until you enjoy 
electric lights in your home. 

Yours very truly, 
PUBLIC SERVICE COMPANY 
of Northern Illinois. 


P. S.—Campaign ends April twenty-fourth. 





The point to remember in connection 
with this advertising is the NOW element. 
The campaign was so planned and the 
advertising so conducted that on the 
opening day, March 22nd, all residents 


in Streator knew that NOW was the 
time to wire their homes. The public 
knew that there could be no delay, and 
the solicitors knew it also. The result 
was that the third day of the campaign 
saw nine contracts signed, and_ this 
single day’s record was only excelled 
on three different days during the entire 
campaign—two days when ten contracts 
were secured and once when eleven were 
brought in. 

Our four salesmen were equipped with 
data on house wiring, consisting of 
photographs of several representative 
houses wired by us, photographs of 
testimonial letters, lists of names and 
prices and addresses of houses contracted 
for to date; individual cuts of fixtures 
used as special leaders during the cam- 
paign and cuts of the iron and portable 
given as premiums. 

Right here is the secret in a nut-shell: 
You know that a salesman talking house- 
wiring has, at best, a very intangible 
subject to deal with and one more or less 
incomprehensible to the layman. This 
handicap was overcome by giving the 
men adequate material to work with. 
For example, when the salesman gets 
Mr. and Mrs. Brown and their grown 
daughter together to present his proposi- 
tion, he passes a picture of John Jones’s 
house, on Seventh Street, to Mr. Brown 
with the remark, ““Here’s a house we wired 
complete for $40." Right here he makes 
his proposition something — tangible. 
They pick up the picture and look at it: 
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they visualize their own home and mak 
mental comparisons. All the while | 
is talking, he passes out other cul 
showing the different shower fixtures (. 
the daughter who is standing near by. 
“Seeing is believing.””, What Mrs. Brow: 
doesn’t understand she sees. Mr. Brow: 
is then interested in the testimonia! 
letter that Mr. Deuter wrote and incident 
ally, Mrs. Brown sees the list of houses 
wired in her neighborhood, and sh 
notices with close scrutiny that th 
James’s, the Hewitts’ and others are 
wiring their homes. Here we take ad 
vantage of human nature. Mrs. Brown 
never would allow herself to be outdone 
by the James’s; her social pride is with 
us; the battle is half won. All this time 
our salesman has outlined how he can do 
the same for them for $36.00 complete 
$1.50 down and $1.50 a month, no interest 
charges, payments to be made as_ the 
lighting bills fall due. “Here is a cut 
of a portable we give free if you wire your 
house this month.” “Did you see our 
ad in last night’s paper?” “No “Here 
itis.” Always there is something to look 
at, something to make this otherwise 
intangible wiring proposition seem real. 
Finally, the salesman says, “Mr. Brown, 
do you realize that you can wire this 
house NOW for a price that is equivalent 
to the cost of one 5-cent cigar a day?” 
This dissecting of the proposition enables 
the customer to view it from all lights, 
and the smaller the parts, the easier the 
comprehension. 
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called on first---naturally enough--to answer the question 


In connection with the handsome business developed by our proposal to share the 
bencfits gained, by assembling as one big job the materials used and the labor em- 
ployed in wiring houses during the short period which began last week, we are 


What Does It Cost to Put in 





We set a mark--we figured out the number of prospective customers 
who would be interested in our current proposition to 


WIRE HOUSES FOR ELECTRIC LIGHT 











Electric Light 





of Different Size 


House on Murdock Street 








Total Cost Complete $24 
Terms: $1 down, $1 a month with lighting bill 


House on N. Bloomington Street 


It depends to a considerable extent on the conditions existing, 
although these are not usually such as to greatly increase, in 
the case of any one house the average that is established--- 
that is the range above end below the average is narrow 
These Four Typical Examples Show the Cost of Wiring 
and the Details of the Work in Houses 


House on E. Morrell Street 


Furnace Room---One dry rd light Furnace Room-—One drop cord and switch 
Partor—One light hain fixture, Alba glassw Parior---One ceiling outlet, one flush switch 
Living Room One : 4) Dining Room.--One ceiling outlet. flush switch 

Kitchen. --Ceiling outlet, wall socket for ron, switch 
Dining Roem--O sien citaphanemiatianas Bath and 2 Bedrooms---Ceiling outlets, Switches 
Bedroom--One brush brass bracket wht a 


Totai Cost Complete, wiring and switches $32 
Terms: $1.34 down, $1.34 amonth with lighting bill 


House on Monroe Street 
Store Room, Furnace Room--cach ceiling outlet and 


AT REDUCED COST 


We explained in our early advertisements how that reduction was going to be achieved-- 
by sharing with the persons contracting for the wiring of their houses, the advantages 
gained in assembling a large number of jobs as one big one. 


The Response to the Proposition has been such 








that we've got to Revise our first Estimate of the 





number of houses that will be wired in the 





Thirty days time established and the Revision 





will not be downward but upward. 








drop cord 


Porch-—One ceiling outlet Standard fixture, switch 

















Front Hall—One ceiling outlet, chain froture, switch 

Parior (3 lyzht) Dining Room (2 light) each chain fiature switch 
Kitchen—One ceiling outlet, drop cord, flat shade 

Stairway—Ceiling outlet, sw itch outlet, cerling receptacle 





Bedroom—One wutlet, brush brass bracket 


Porch---Ceiling outlet, switch, porch fixture 
Partor---Ceiling outlet, 3 light shower fixture complete, 


Living Room-Ceiling outlet 3 light shower fixture, switch 
Dining Room-Ceiling outlet 3 light shower fixture, switch 
Bath One and Two Bedrooms-~Each 2 brush brass 


ts not surprising, however, come to think about it. Streator folks Know the time to buy 
is when prices are low. They Know ELECTRIC LIIGHT is the Best Lght and quickly re- 
ognize the factors that maKe it the most Economical Light, when properly used. Likewise 
they readily comprehend that ELECTRIC LIGHT means Power from any lamp socKet 
available day or night to operate appliances that assume the heaviest laber, or cool, or increase comfort. 


But This Opportunity to get Your House Equipped for Electric 





Light and its Associated Conveniences will be Available 











brackets 
Cost Complete, wiring and fixtures| $36 
Terms: $1.50 down, $1.50 @ month with tight bill 


exceeds our estimates. 


Plans and Specifications Free 


OF NORTHERN ILLINOIS 





Cost Complete, wiring ana fixtures $46 
Terms: $1.92 down, $1.92 a month with light bill 


The number of wiring Contracts made under this arrangement to figue cost down to the minimum 
Streator people know a bargain and this is a chance to 


Wire Your House at Bargain Figures 


The arrangement described for securing these low figures ends in about three weeks 


Public Service Company 


only a SHORT TIME LONGER---the Thirty Days will be up. 





if, Mr. Hi holder, or Mrs. H holder, your place is not on the list of conjracts made, 

















we'll estimate the cost of wiring promptly If you'll call at our office, or telephone or write us. 


We Split the Cost of Work into 24 Payments 
1-24 down and 1-24 each month with light bill 
No Charge for Plans and Specifications 


PUBLIC SERVICE COMPANY 


of Northern Illinois 


























Two bargain sale newspaper ads which helped to place the Streator house-wiring campaign on a merchandising basis 
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The way most of us have secured house- 

iring contracts in the past, by educating 
he people, is a slow process at best. 
(he electrical game, it seems to me 
ind this campaign proves it—is past that 
tage. Sell your merchandise, residence 
service, exactly as if it were a tangible 
product, getting away from the unseen 
and hidden, and visualizing the advan- 
tages of your wares. Mr. Brown’s 
contract was secured by following a 
course of least resistance and it was in 
following this method that 221 houses 
were secured. These 221 contracts total- 
led $8,132.74, or an average of $36.77 
per contract. Such an amount of busi- 
ness for a city of 15,000 people surely 
indicates that the merchandising idea in 
selling house-wiring ts right. 

Yet while our four men_ personally 
secured 149 of the contracts by this 
method, we must not overlook the 72 
orders secured by the contractors during 
the period of the campaign. This amount 
of business—it is, as you see, practically 
one-third of the total business developed 
by the campaign—is clear indication of 
the cooperation we received from the 
electrical contractors. This cooperation 
was made possible by just one important 
factor: namely, at the very outset of the 
campaign it was made known and 
thoroughly understood by the local con- 
tractors that we would do no wiring, that 
all work secured by us would be sublet 


Fending-off the Cheap 


ELECTRICAL 





to them, and furthermore, that the 
amount of work they received from us 
would be directly proportional to the 
business secured by them. In other 
words, if B. Jones & Company secured 
six contracts and A. Frost & Company 
secured three contracts, it follows that 
Jones & Company would receive twice 
as much work from us as the other firm. 


| os 


OUR CLUB PLAN 1S YOUR BEST OPPonTUMITY 


WIRE YOUR HOUSE NOW! 
saGistIne PORTABE TERE. 


Huge banners on the street cars described Streator 
wiring offer 


This put a premium on their’ selling 
activities and offered a large incentive 
for the contractor to go out and get the 
business. 

In addition to this, let us say that the 
prices offered by us were the same as 
offered by the contractors. Also, that 
the time contracts taken by the con- 
tractors were purchased from them by 
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our company at 90 cents on the dollar, 
allowing ourselves 10 per cent for hand- 
ling the account. This purchasing of 
time contracts has worked out to 
vantage for some time, even before the 
campaign was undertaken. Cooperation 
along these lines with the local contractors 
has, in my experience, been remarkably 
successful. It has worked out to our 
advantage in many ways, the big point 
being the effectiveness with which a 
contractor can settle any dispute which 
may arise regarding details of a house- 
wiring contract. A central station’s cost 
to adjust the trivial misunderstandings 
that always arise in a campaignfis ab- 
normally high and proportionately less 
satisfactory. 

Our plan of selling wiring on a mer- 
chandising basis is not anything peculiar 
to Streator, Ill. We know that the same 
method will work out in other territories, 
for at this writing we are conducting a 
similar campaign in what is known as 
District R with Pontiac, a city of 6500 
people, as headquarters. Here is a 
district which many considered had long 
reached the saturation point as regards 
residence business, for we have, in this 
territory, a meter for every five of popu- 
lation. However, in our first week of the 
campaign, we have secured 30 contracts. 
We are using the same methods, the 
same club plan, the same premium and 
the same merchandising salesmanship. 


Johns 


New Specifications Form of Minneapolis Central Station Protects the Honest Contractor 


HE Minneapolis General Electric 

Company has just issued a house- 

wiring specifications form, de- 
scribed below, which strikes a body blow 
at Cheap John contractors who hold out 
to ignorant prospects the bait of low 
prices for sub-standard wiring and con- 
struction. At the same time, it throws 
the strong influence of the central station 
behind high-grade contractors who refuse 
to do business on any other basis than 
that of standard work done at reasonable 
prices. Good-sized newspaper space calls 
the attention of the consuming public 
to these forms, and the importance of 
using them as the best means of protect- 
ing itself against incompetence and un- 
scrupulous practice. 

In a nutshell, the new specifications 
enable any home builder or home owner, 
whether he knows anything about house 
Wiring or not, to send out clear, intelligent 
instructions to two or more contractors 
for bids, with the assurance that all 
bidders will figure upon standard con- 
struction and upon the same  require- 
ments, precisely as dictated by him. 

_ In the blank spaces at the top of the 
front page, the prospective consumer 
fills in the following information: type 


and the Customer as well as Itself 


of construction, location of the residence, 
the name of the person to whom the bids 
are to be addressed, and the final date 
on which bids must be in. Directly 
following, is a printed statement of the 
general conditions under which the con- 
tractor must work, and which cover 
specifically local standard requirements. 
The schedule of lighting circuits, shown 
in the accompanying cut, is also included, 
together with the following instructions 
which enable the customer to make his 
needs and desires clear to every con- 
tractor who bids on the job: 


1. Send two sets of specifications to each of 
two or more contractors for bids. Care should 
he taken that all copies are alike. 

2. Fill in the blank spaces in first paragraph 
of specifications. 

3. Draw a line through the name of each 
room in the Schedule which does not appear in 
your house. 

t. If you wish to change the equipment 
designated for any particular room, draw a 
line through the printed name and write the 
name of the room in one of the blank spaces 
provided under “Changes or Alterations” and 
opposite it insert figures in the columns which 
will give you the equipment desired. 

5. If the schedule does not include all the 
rooms which appear in your house, insert the 
name of the rooms in the blank spaces provided 


under “Additions” and designate by figures, 


in the proper columns, the equipment desired 

6. The contractor will insert the amount 
of his bid, sign the specification and return both 
copies. Upon awarding the contract, the owner 
will signify his y signing and 
returning one copy to the successful bidder 
7. When selecting fixtures, show your copy 
of the specifications to the fixture dealer, and 
he will then know the number and capacity 
of the fixtures for which your house is wired 

8. The column “‘Total Watts” refers to the 
approximate aggregate size of the lamps needed 
to provide suitable illumination, i. e., “Living 
room, 200 Watts,” may be lighted with five 
40-Watt lamps, or one 60-Watt and four 40- 
Watt lamps, or two 40-Watt and four 25-Watt 
lamps, ete. In houses with small rooms, the 
wattage stipulated may be greater than neces- 
sary. 

9. The Sales Department of The Minneapolis 
General Electric Company, or any reliabl 
Electrical Contractor, will gladly give you 
further information. They are interested in 
seeing that you obtain only what will best 
satisfy 


acceptance by 


your requirements 


It is especially to be noted that the 
customer is in nowise duty bound to 
accept the equipment for each room as 
designated in the schedule. He may 
add or alter equipment at will simply by 
using the allotted spaces at the foot of 
the schedule. However, as the main 
purpose of the Minneapolis General Elee- 
tric Company is to help the future 
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customer, by means of the new specifica- 
tions, to secure an electrical installation 
which will afford permanent satisfaction 
and usefulness, it makes the whole idea 
as fool-proof as possible by including the 
following set of recommendations for 
residence wiring, on the back of the speci- 
fications form: 

“These recommendations are issued 
for the guidance of those contemplating 
the installation of electric service in an 
averaged-sized residence. Many of the 
conveniences and economies in the use 
of electric service cannot be obtained 
unless the wiring is intelligently designed 
and installed. It is the intention to 
acquaint the prospective consumer with 
the essentials of a good, simple installa- 
tion. The reverse side of this sheet is in 
the form of a specification to be used in 
obtaining figures from as many con- 
tractors as desired. On this side will be 
found explicit directions for filling in the 
blank spaces provided. Two copies 





appliances. With the rapid growth of 
electric appliances, an independent cir- 
cuit for their use is becoming essential. 

** Porch—The light is generally located 
on the ceiling and controlled by a switch 
just inside the front door. This light is 
desirable for illuminating the porch and 
house number and also affords to the 
house and its occupants certain protec- 
tion from burglars. 

“Reception Hall or Parlor—A center 
ceiling outlet controlled by a switch 
located adjacent to the porch light 
switch, and also a second switch at the 
head of the stairs. By means of this 
arrangement the hall light may be turned 
on or off from either downstairs or up- 
stairs. These are what are known as 
‘Three Way’ switches. In a one-story 
house a “Three Way’ switch is not re- 
quired. 

“Living Room—A center-ceiling outlet 
controlled by a double-wall switch located 
near the entrance to the room. By the 





SCHEDULE 
LIGHTING CIRCUITS 


Switches 


Way 
Wall Switches 


Ceiling Outlets 
|||] eWithout Switeh) 
Wall Outlets 
|] (Without Switeh) 
Flush Wall 
Switches 
Snap Wall 


‘Pair Flush Three 


REMARKS 


(Lights aSwitches) 
Total Number of 
Switches 
Total Watts 





This schedule of lighting and appliance circuits is a valuable feature of the Minneapolis standard wiring 
form 





should be sent to each contractor from 
whom bids are requested, and it is 
recommended that they be sent to at 
least two firms. By the use of this 
specification, contractors will bid on 
specifications that call for definite ma- 
terial and workmanship and the owner 
will be in position to decide which firm 
should obtain the business. 

“To enable the owner the better to fill 
in the specification, a brief description 
of the equipment which should be in- 
cluded in the various rooms of a three to 
eight-room house, is outlined below: 

“Appliance Circuit—This is a circuit 
to supply current for operating toasters, 
flatirons and other electric appliances. 
When installed at the time the house is 
wired, it seldom adds anything to the 
cost, as the number of lighting circuits 
can be reduced in any installation when 
a circuit is provided for the use of 


use of two switches on the center fixture, 
part of the illumination can be dispensed 
with when not needed, where with but 
one switch, it would be necessary to burn 
all the lights or none at all. A baseboard 
receptacle is also convenient for the 
attachment of a table lamp, a fan or a 
vacuum cleaner. 

“Dining Room—A center-ceiling outlet 
controlled by a wall switch is essential. 
If desired, wall outlets may be provided 
for decorative lighting. A baseboard 
receptacle is recommended for a toaster 
and other cooking utensils. 

** Kitchen—A center-ceiling outlet con- 
trolled by wall switgh located near the 
entrance door will provide general illumi- 
nation. One or more wall outlets are 
convenient when placed near the sink or 
table. Also a wall receptacle is needed 
for an electric flatiron or kitchen utensils. 

*Pantry—A _ center-ceiling outlet for 
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general illumination. This may be co. - 
trolled by a key or chain socket or by w.:|| 
switch. 

“Upper Hall—Either ceiling or side- 
wall outlet for general lighting of the h.|] 
and stairway, controlled by a= switch 
placed at the head of the stairs near {he 


“Three Way” switch controlling — the 
reception hall light downstairs. If de- 


sired, this light may also be controlled 
by “Three Way” switch located at the 
foot of the stairs. 

“Bed Rooms—A_ ceiling outlet for 
general illumination and controlled by 
wall switch located near the entrance 
door. One or more wall outlets may be 
provided for special illumination. A 
baseboard receptacle may be installed 
for convenience during sickness. 

“Bath Room—One, or preferably, two 
wall outlets located on either side of the 
mirror and controlled by a wall switch. 
If desired, a baseboard receptacle will be 
found convenient for an electric water 
heater, a curling iron or vibrator. 

** Basement—One or more outlets con- 
trolled by a switch at the head of the 
stairs. This enables you to enter or 
leave the basement in safety. 


*Laundry—A ceiling or side-wall out- 
let for general illumination. There 


should also be a wall receptacle to 
operate a washing machine or a flatiron. 

“General—Wall switches are a great 
source of convenience and they add little 
to the cost of installation. The flush- 
type push-button switch is recommended 
except for the attic or basement, where 
the snap-type switch (which is slightly 
cheaper), may be used. 

“Consideration of these suggestions 
will add materially to the convenience 
and economy of electric service. It is 
hoped that this information will enable 
the consumer to take advantage of many 
desirable features which are often lost 
sight of or purposely omitted by a con- 
tractor in order that he may obtain the 
business by doing it at a lower cost. 
When bids are requested from several 
contractors and each contractor is bidding 
on the same specification, he is bound 
under the contract to provide certain 
equipment and to install it as stipulated. 
Under this arrangement he cannot take 
advantage of the consumer's ignorance 
by giving him an installation with which 
he can only partially realize the many 
advantages of electric service. 

“In building a new home the entire 
electric installation forms an item of 
approximately only two per cent of the 
cost, and the little additional expense 
required to provide a complete system 
is entirely out of proportion to the ad 
vantage and comfort which it adds to the 
home.” 

The form is issued and approved by 
the Minneapolis Electric Board, the 
purpose of which is to act as a neutral 
body in developing the electrical in 
dustry along broad lines. It is composed 
of the chief electrical inspector of the 
city, and one representative each, from 
the Minneapolis General Electric Com- 
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the electrical contractors, jobbers, 
si ee dealers, fixture dealers and sign 
nanufacturers. Spaces are designated 
for the contractor to state the amount of 
his bid, and the conditions of payment. 
In no case, may the contractor collect 
inal payment until all the work is com- 
pleted in exact accordance with the 
necifications—that is to say, the custom- 
wi own clearly written wishes. Of 
course, the customer reserves the right 
to reject any or all bids. 

Ata time when the attempt to general- 
ive standard wiring practice has become 
one of the important movements of the 
industry, it will profit every central- 
station man to give thought to the 
Minneapolis specifications, and even to 
adopt the idea in whole or in part. For 
here is one good way for the central 
station to protect itself against the 
hoomerang of unsatisfactory domestic 
service due to bad construction on the 
part of incompetent or indifferent con- 
tractors, as well as to protect the honest 
contractor and the consumer who, other- 


wise, are both thrown on the mercy of 


the unscrupulous Cheap John. 


ELECTRICAL 


MERCHANDIS 


Report of Committee on Wiring of 
Existing Buildings 
Committee: R. S. Hale, Chairman; 
S. E. Doane, Vice-Chairman; F. D. 
Beardslee, W. A. Donkin, G. B. Griffin, 
I. H. Hill, R. W. Hoy, E. J. Latta, W. P. 
Lyon, C. E. Robertson, H. R. Sargent, 
M. E. Turner, George Weiderman. 


ART One deals with the standardi- 

zation of plugs and receptacles and 
work that has been done, including 
various conferences with the manu- 
facturers. In general, distinct progress 
has been made toward classification of 
plugs and receptacles. The Committee 
is continuing work with the idea of 
reducing the number of types in this class, 
until finally receptacles and plugs for 
use on lighting circuits shall be as 
standard as the present lamp socket and 
base. 

Part Two refers to the question of wir- 
ing, and reiterates the Committee’s 
recommendation in favor of unit prices 
so as to enable central-station solicitors 
to close contracts and yet let wiring 
contractors do the work. 
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To Help You Obtain the Most Efticient 
Wiring at Reasonable Cost 


Ww have ready for distribution to everyone interested new standard specification 


forms for residence electric wiring. 


These forms will be found extremely useful by home builders, home owners con- 
templating electric equipment, contractors and architects. They will in many cases 
save money for all concerned and promote thoroughly satisfactory installations. 


Use of these new specifications means that all the electrical contractors bidding on the 
work will figure upon standard contruction and upon the same requirements, precise- 
ly dictated by the home owner or his representative. 


The new forms will help you get correct wiring and permit the competing firms to figure 


closely on the job. 


Recommendations for residence wiring on the back of the forms give concise and de- 
pendable information on the subject of electrical equipment which every home owner 


ought to know 


The specifications have been approved by the Minneapolis Electrical Board, of which 
the Chief Electrical Inspector of the City is a member. 


COPIES SUPPLIED FREE UPON REQUEST BY OUR SALES DEPARTMENT. 


The Minneapolis General Electric Co. 


Main 6100. 


15 SOUTH FIFTH STREET, 


Center 1320. 


The Minneapolis General Electric Co. uses the newspapers to advertise its new standard specification 
forms for residence wiring 
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As regards prevailing unit prices for 
wiring, compiled by H. E. Eisenmenger 
in Tables II and III, Table II shows 
such wiring prices as depend both upon 
the number of outlets and upon the kind 
of room in which they are placed. As 
these prices all include fixture prices 
they depend also upon the kind of fixtures 
used. Table III shows such wiring 
schedules as are based on unit prices 
per outlet, irrespective of the room in 
which they are placed. These prices 
are either excluding fixtures or including 
plain drop-cords. This table is sub- 
divided according to petoeson Ts dis- 
tricts and to make comparison more easy, 
the same information has been worked 
into graphical form. 

Part Three deals with the question of 
the wiring handbook. A very. satis- 
factory arrangement has been made with 
the publishers of Cushing's Standard 
Wiring and this book has been revised 
to serve the purpose for the present. 

Part Four reports upon the standariza- 
tion of screw threads for lamp bases, in 
regard to which the proposals of the 
Committee of the American Society of 
Mechanical Engineers have been ac- 
cepted. 

Part Five covers the 
National Electrical Code. Some changes 
were suggested, acting, however, through 
the Association insurance expert. 

Part Six discusses the question of bare 
concentric wiring. A study of American 
and European conditions has led to the 
belief that there were numerous develop- 
ments of safer and cheaper wiring on 
which in America we have not as yet 
obtained any practical experience, as 
there are rules still in the Code that were 
a necessity in the days when the neutral 
had to be insulated instead of being 
grounded as at present. 

In order to get experience on at least 
one of these developments, steps were 
taken to have the so-called bare concen- 
tric wire considered by the Under- 
writers. They appeared to approve 
of the system, but in order not to move 
too fast have merely continued the Com- 
mittee for further investigation. 

Parts Five and Six also include a 
general discussion of this whole question 
of improvement in the Code. The 
Committee believes thoroughly in the 
Code, and that it should provide for the 
best standard of wiring. This means, 
that as the industry develops, the Code 
must change with it. Up to this time 
the existence of the Code has checked 
to some extent the development of any 
system calling for thinner parts or less 
insulation, and the result has been a 
steady increase in the cost of wiring, 
which is a menace to our industry. 

The tables and charts, mentioned in 
the foregoing, tell the complete story of 
unit-price wiring in this country, state 
by state, city by city. Every central- 
station man, who is interested ways 
and means of boosting the percentage 
of old houses wired in his locality, should 
send for the report and paste up the 
tables, charts and analyses for reference. 
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The Thirty-eighth N. E. L.A. Convention 


Condensed Report of the Proceedings in San Francisco of Interest to Commercial Men 


ASSOCLTATION: President, E. 


OFFICERS FOR 1915-16: 


W. Lloyd, Commonwealth Edison Company, Chicago; first vice-president, H. A. 


Wagner, 


’ 


Consolidated Gas, Electric Light & Power Company, Baltimore; second vice-president, W. F. Wells, Edison Electric Illuminating 
Company, Broollyn; third vice-president, R. H. Ballard, Southern California Edison Company; fourth vice-president, R. S. Orr, 
Duquesne Light Company, Pittsburgh; treasurer, W. H. Atkins, Edison Electric Illuminating Company, Boston; insurance experi, 


W. H. Blood, Jr., Stone & Webster, Boston; secretary, T.C. Martin; assistant secretary and treasurer, 
Portland, Ore.; 


executive committee: J. E. Davidson, 
Minneapolis. 


COMMERCIAL 


chairman, E. A. 


SECTION: 


Chairman, J. F. 


H. C. Abell, New 


York; H. 


Becker, United Electric Light & Power Company, New 
Edkins, Commonwealth Edison Company, Chicago; vice-chairman, C. J. Russell, Philadelphia Electric Com- 


Miss Harriet Billings; 
(. Bradlee, Boston; and R. F. Pack, 


York; vice- 


pany; secretary, C. A. Littlefield, New York Edison Company; executive committee: (reelected) N. H. Boynton, Cleveland; J.C. 
MeQuiston, East Pittsburgh; W. R. Collier, Atlanta; (new members) E. W. Rockafellow, Western Electric Company, New York; 
and C. J. Russell, Philadelphia Electric Company. 


N the two pages following are 

printed messages from the newly 

elected President and Chairman 
of the Commercial Section of the National 
Electric Light Association to the commer- 
cial men of the central-station industry. 

These "messages are exclusive to Elec- 
trical Merchandise. Coming from men 
who hold the two most prominent posi- 
tions in an association which embraces 
practically the whole of one of the greatest 
nidustries in America, these messages 
have a significance which none may over- 
look. They emphasize, as it has never 
been emphasized before, the dominating 
position of the men whose duty and 
privilege it is to carry the message of 
electric service into every home, into 
every workshop, into every office, into 
every church, into every place of enter- 
tainment. They emphasize, also, the 
importance and scope of this magazine, 
because they come from two commercial 
men of the industry who have most 
successfully put into practice what we 
stand for, and which is the one excuse 
for our title and existence. 

These messages are addressed to you, 
to every commercial man. President 
Lloyd’s message, especially, points to 
the opportunity which the future holds 
for you—opportunity for service, for 
advancement. No central-station new- 
business man who reads it can fail to 
realize that whatever barriers may have 
existed in the past to impede his progress 
toward the highest position and highest 
honors in the electrical industry are now 
broken down through the election, as 
President of the National Electric Light 
Association, of this man whose official 
title in his own company is that of 
General Contract Agent. 


HE thirty-eighth annual convention 

of the National Electric Light Asso- 
ciation was held in San Francisco, June 
8-llth. Not in numerical attendance, 
perhaps, but certainly in every other 
way, it was a distinct success. Perfect 
weather prevailed, the hospitality of the 
Pacific Coast was very much in evidence, 
and every convenience for both work 
and pleasure was afforded the delegates 


who poured into the City of the Golden 
Gate by special trains from New York 
and Chicago. The background of the 
Convention proceedings was the Panama- 
Pacific International Exposition—and 
with its beautifully — electric-lighted 
grounds and buildings, no more lavish 
stage could be set for a gathering of elec- 
trical men. There were no set manu- 
facturers’ exhibits in the convention 
hall. However, the exhibits of electrical 
manufacturers on the exposition grounds, 
such as the Home Electrical of the 
General Electric Company, and_ the 
International Electric Cooking Exhibit 
of the Western Electric Company (de- 
scribed on page 165, June Electrical 
Merchandise), were unusually pretentious. 

Looking at the 1915 Convention from 
the practical point of view, two things 
stand out. The traditional barriers be- 
tween the electrical interests of East and 
West, it is to be hoped, have been per- 
manently broken down. The National 
Electric Light Association can now claim 
to be a national body in fact as well as in 
name. This happy fusion of sectional 
interests is undoubtedly due, in large 
measure, to the good judgment of the 
convention officials and the section chair- 
men in focusing much of the discussion 
upon Pacific-Coast problems and me- 
thods. Particularly in the Hydro-elec- 
tric sessions, and after the paper on 
Overhead Line Construction had been 
read, there was a free exchange of valu- 
able ideas and every evidence of mutual 
cordiality and understanding. Further- 
more, the Pacific Coast is again repre- 
sented in the national body by a vice- 
president and a member of the executive 
committee. 

The second most notable fact about 
the Convention was the unusually heavy 
emphasis laid upon the commercial 
sessions. A separate accounting section 
was formed, the sessions in every other 
section were efficiently conducted, the 
papers were invariably excellent and 
vigorously discussed; yet the truth re- 
mains that the commercial sessions were 
the most largely attended, and the 
problems brought before them the most 
carefully considered and discussed. 


The Work Begins 
oo the delegates had been duly 


registered and had got their bear- 
ings, the Convention was opened on its 
social side by a brilliant reception held 
by President H. H. Scott in the ballroom 
of the St. Francis Hotel on Monday 
night. It was largely attended by the 
business and society leaders of San 
Francisco, as well as by well-known elec- 
trical men. The Building of the Native 
Sons of the Golden West was the Con- 
vention headquarters, and all sessions 
were held in its spacious auditorium. 
Here on Tuesday morning, work formally 
began. The First General Session was 
opened by President Scott, who intro- 
duced Hon. John Rolph, Jr., mayor of 
San Francisco. Mayor Rolph described 
the important part that electricity had 
played in the development of San Fran- 
cisco, and paid a tribute to J. A. Britton, 
vice-president and general manager of the 
Pacific Gas & Electric Company. Mr. 
Britton’s address followed. After wel- 
coming the delegates to the coast, the 
speaker traced the history of Pacific 
Coast States during the pioneer days. 

President H. H. Scott’s address came 
next. He stated that the public does 
not comprehend that the central station 
is selling a service, not a commodity or 
kilowatt-hours. Nor does it compre- 
hend that it is now receiving six times 
as much light for $1.00 as it received 15 
years ago. President Scott emphasized 
the need of a demand charge and a fixed 
charge per customer, as well as a rate for 
energy. 

In his report as chairman of the com- 
mittee on organization of the industry. 
George Williams recommended that the 
work of securing new members be carried 
on by state sub-committees. There ar 
more than 20,000 men eligible for mem 
bership in the Association. 

Additional features of this session wer 
the reports of Secretary, T. C. Martin 
the insurance expert, W. H. Blood, Jr. 
the Committee on Progress; S$. A. Sewal! 
on the Question Box, and the illustrated 
address by W. D’Arecy Ryan on_ the 
lighting features of the Exposition. 
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First Commercial Session 

Address of the chairman, Douglass 
Burnett, abstracted on page 133, June 
Electrical Merchandise. Reports: Fi- 
vance Committee and Committee on Mem- 
ership, both abstracted on page 133, June 
Llectrical Merchandise; Publications Com- 
mittee, abstracted on page 134, June Elec- 
trical Merchandise; Committee on the 
Education of Salesmen; Committee on 
Terminology. 


HE report of the Committee on the 

Education of Salesmen endorsed the 
idea of having the Association undertake 
educational work. This idea was fur- 
thered, during the discussion, by J. F. 
Gilchrist, of Chicago; R. S. Orr, of Pitts- 
burgh; E. L. Callahan, of Chicago; R. 5. 
Young, of Newark; S. M. Kennedy, of 
Los Angeles and S$. P. Pitts, of San 
Francisco. It developed that several 
central stations are making definite 
effort to train their salesmen. 


Second Commercial Session 

President H. H. Scott called the 
second commercial meeting to order, 
and introduced C. C. Moore, president of 
the Exposition, who delivered an address 
of welcome. He stated that the entire 
exposition was a great electrical exhibit 
on a scale more elaborate and compre- 
hensive than ever before attempted. 

Reports: Power Sales Committee on 
Typical Power Sales Development in the 
West; Committee on Merchandising and 
Recent Development of Electrical Appli- 
ances, abstracted page 135, June Electrical 
Merchandise. 

In discussing the latter report, C. S. 
Stannard, of Denver, suggested that a 
card system should be used to indicate 
the condition of appliance business. 
J. G. Learned, of Chicago, emphasized 
the importance of industrial heating and 
recommended that the committee carry 
on further work in this direction. W. 
W. Briggs, of San Francisco, stated that 
central stations should not refer to cut 
prices in connection with appliance sales. 
M. O. Dellplain, of Syracuse, took the 
same attitude. H. O. Loebell, of New 
York, asserted that industrial heating 
presents as great an opportunity to 
central stations today as motors and 
lamps did when they were first developed. 
R. R. Young, of Newark, stated that his 
salesmen are stimulated to greater effort 
hy making weekly comparisons of sales 
records. He urged the abolishment of 
cut prices, and the development of both 
small and large industrial-heating busi- 


ness, 


Third Commercial Session 


Reports: Lamp Committee; Committee 
on Wiring of Existing Buildings. 


HE latter report dealt with such 

subjects as standardizing plugs and 
receptacles, cost of wiring, the hand- 
book, standardization of screw threads 
for lamp bases, the National Electrical 
Code, bare concentric wire, and flat- 
wiring rates. It was brought out that 
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E. W. Lloyd, President N. E.L. A. 


“The fact which, it seems 
to me, is more strongly empha- 
stzed by each successive con- 
vention of the National Elec- 
tric Light Assoctation, 1s that 
our business 1s very much like 
other business. 


“We are deeply concerned 
with engineering, financing 
and public policy, but we are 
also, and chtefly, concerned 
with plain business. Bust- 
ness methods, business tdeals 
and business men are the 
things we need and are de- 


veloping. 


“Tt 1s my hope that in the 
coming year the business fac- 
tors involved in the success of 
our industry shall be given 
even greater stimulation, and 
that both ourselves and the 
public will come to under- 
stand and appreciate the fun- 
damental business principles 
which must underlie the ren- 
dering of sattsfactory, efficient 
and profitableelectric service.’ 

E. W. Lioyp, 
Prestdent 


N.E. L. A. 
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real progress will be made during the 
next year toward universal plug standard- 
ization. 

H. R. Sargent, of Schenectady showed 
samples of concentric wire that is being 
made in this country, and explained that 
the General Electric Company is making 
tools and dies to facilitate simple and 
easy installation of the concentric system. 
He also stated that a set of suitable 
fittings for this system will be available 
in about three months, and that central 
stations can then try out the new system 
locally. E. W. Lloyd stated that all 
central-station men should be vitally 
interested in any new system which will 
permit central station to obtain business 
that is now impossible because of pro- 
hibitive cost of wiring and furnishing 
service. This admits of no desire on the 
part of central-station men to reduce 
the cost of wiring at the expense of safety. 
The Commonwealth Edison Company 
has wired, as an experiment, a six-room 
house with Stannos wire, using standard 
fittings. From this installation, the com- 
pany is convinced that the cost is ma- 
terially less than with the standard 
system. 


Fourth Commercial Session 
Reports: Rate Research Committee and 
Power Sales Bureau. Papers: “The 
Commercial Application of Resistance 
Furnaces,’ CC. W. Bartlett, abstracted 
page 137, June Electrical Merchandise; 
“A Stassano Furnace Installation at 
Redondo, Cal.,’ W. M. Me Knight ; ** Elee- 
tric Furnace Power Loads,” F. T. Synder, 

abstracted on page 193 of this issue. 


N discussing the first report, J. E. 

Kearns, of Schenectady, pointed out 
that the kwh. rate is confusing to resi- 
dence customers. He suggested, at least 
for appliance business, a rate based on 
the average consumption of various 
appliances for a given period, this being 
a charge which would be stated directly 
in money figures that could be added 
to the regular lighting bill. H.W. Peck, 
of Schenectady, stated that the more 
appliances there are placed in residences, 
the fewer will be the complaints about 
high bills. S. M. Kennedy, of Los 
Angeles, asked if it were proper to take 
on a large power business of high load- 
factor at a rate lower than the average 
switehboard cost. E. W. Lloyd replied, 
that where the acquistion of high load- 
factor business will lower the over-head 
costs, the business should be taken even 
at a rate apparently lower than the 
switchboard cost. 

W. W. Freeman, of Cincinnati; T. I. 
Jones, of Brooklyn; J. F. Gilchrist, of 
Chicago; and Arthur Williams, of New 
York, gave examples in support of Mr. 
Lloyd. 

With regard to the various papers on 
industrial heating, H. O. Loebel, of New 
York, warned that the business can be 
vitally hurt by an improper selection of 
equipment, and urged that close study 
be given to electric-furnace applications. 
M. O. Dellplain, of Syracuse, stated that 
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Type R-2 


“Commencement Time” for G-E Ranges 


Type R domestic electric ranges are now ready for delivery. 

These ranges represent supreme quality in design, workmanship and 
operation. Their convenience, economy of operation and handsome 
attractive appearance should make ready sales in your locality. 

There are many improvements, the most important of which is the 
sheathed wire heating units — the latest development in the art. 





‘ 


Every G-E range on your line is exceptionally desirable “new business” 


for you. 








EQUIPMENT 
R-1 
2 Hot Plates 3 Heats 250-500-1000 watts each 
1 Oven 2 Heats 500-1000 watts 
1 Broiler 1 Heat 1000 watts 
3 Vegetable Cookers 1 Heat 200 watts each : 
Height, 52 inches, length, 33 inches, depth, 26 inches y 
R-2 | 
2 Hot Plates 3 Heats 250-500-1000 watts each 
1 Oven 2 Heats 500-1000 watts 4 
1 Broiler 1 Heat 1000 watts 
3 Vegetable Cookers 1 Heat 200 watts each 
Height, 65°¢ inches, length, 33 inches, depth, 36 inches 
R-3 
2 Hot Plates 3 Heats 250-500-1000 watts each 
1 Oven 2 Heats 500-1000 watts 
1 Broiler 1 Heat 1000 watts 
3 Vegetable Ccokers 1 Heat 200 watts each 
1 Warming Closet 1 Heat 200 watts 


Height, 611% inches, length, 58 inches, depth, 26 inches 


General Electric Company 


General Office Schenectady, N. Y. 


Sales Offices in All Large Cities 
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ANNOUNCEMENT 


of new 


TA-Watt, 105-125-Volt 
EDISON MAZDA SIGN LAMP 


HE new lamp makes possible so decided an 
improvement in electric signs that all users 
of signs will appreciate the following advan- 
tages over the 10-watt carbon sign lamp: 
1. ‘Two and a half times the candle-power, 
(five instead of two). 
2. Brighter and whiter light producing much more distinctive signs. 
3. Smaller operating expenses. 
Sign users will be quick io substitute the new lamp for the old 
especially as it can be done without any change in the wiring 





Already 3000 of the new lamps have been installed in one sign, 
the Kelly Springfield sign, Newark, N. J. 

The 7144-watt lamp is the smallest wattage standard lighting 
circuit lamp yet manufactured. 


Specifications 


List Price 
Voltage Wattage - Hours Life Bulb Base 
Clear Frosted 


105-125 y 5 2000 S-14 Med. Screw 


EDISON LAMP WORKS 


of General Electric Company 


Harrison, N. J. 
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there was a big field for steel castings of 
proper quality, and that the electric 
furnace makes such products possible. 


Fifth Commercial Session 


Paper: “Demonstration of a Power 
Sale, C. H. Stevens, abstracted on page 
136, June Electrical Merchandise. 


. B. MATEER, of Riverside, Cal., 
R criticised the establishment of a 
power department of the proportions 
outlined in the paper. He thought that 
the individuality of the transaction is 
eliminated by passing it through so many 
channels. M. O. Dellplain thought it a 
mistake to make distinction between 
power salesmen and power engineers. 
J. G. Learned felt that too much em- 
phasis was being placed on savings which 
purchase of power will effect. This is a 
defensive attitude. Greater stress should 
be laid on service, cleanliness and other 
positive arguments. Other leaders in 
the discussion were R. L. Lloyd, of 
Philadelphia; M. C. Osborn, of Spokane; 
C. N. Stannard, of Denver; R. H. Know!l- 
ton, of Philadelphia; 5. V. Walton, of 
San Francisco; C. A. Littlefield, of New 
York; S. M. Kennedy, of Los Angeles; and 
H. P. Pitts, of San Francisco. 

J. G. Learned presented the report of 
the Committee on the Chairman’s address 
and the report of the Nominating Com- 
mittee, both of which were accepted. 
Commercial section officers for the next 
year were then elected as indicated at 
the beginning of this report. 


Meeting of Class D Members 
Messrs. J. F. Gilchrist, F. H. Gale and 


S. E. Doane were re-elected to succeed 
themselves. The exhibition committee 
is as follows: H. G. MeConnaughy, 
chairman; J. I. Aver, secretary and 
treasurer; C. Blizard, S$. E. Doane, F. H. 
Gale, J. F. Gilchrist, J. C. MeQuiston, 
John Mustard, J. W. Perry, C. L. Price, 
Jr. 


N. E. L. A. Day 
HURSDAY was N. E. L. A. Day 


at the Exposition. The delegates 
took buses to the grounds, had a group 
photograph taken and marched to Festi- 
val Hall, where they heard the address of 
J. A. Britton, chairman of the day and 
the personal representative of Governor 
Johnson of California. Charles C. Moore, 
president of the Exposition, presented 
President Scott with a bronze medal 
commemorative of the occasion. Samuel 
Insull, president of the Commonwealth 
Edison Company and W. D’Arcy Ryan 
were the other speakers. Secretary Mar- 
tin read messages of greeting and con- 
gratulation from notable men of the 
industry unable to be present: T. A. 
Edison, A. G. Bell, Elihu) Thomson, 
Newcomb Carlton, Clarence Mackay, 
F. J. Sprague, C. P. Steinmetz, C. F. 
Brush, D. R. Street, C. A. Coffin and 
J. J. Carty. 








Joseph F. Becker, Chairman, Com- 
mercial Section, N. E. L. A. 


The opportunity to the 
members of the Commer- 
cial Section to increase their 
knowledge of the business 
is offered by the prepara- 
tion of our Committee on 
Education of Salesmen, and 
should have the serious con- 
sideration of every com- 
mercial man engaged in the 
selling of light and power. 


This organization is es- 
sentially for the informa- 
tion, education, and assist- 
ance of those on the“ firing 
line,’ and it will be the pur- 
pose of your officers and 
Executive Committee, dur- 
ing the coming year, to pro- 
mote your welfare and pre- 
pare important subjects for 
your consideration at the 
next convention. 


Wee desire to have the as- 
sistance of the rank and file 
of the membership of the 
Commercial Section in this 
important matter, and SUYG- 
gestions of a constructive 
nature will be welcome at 
all times. 


JosEpH F. BECKER, 
Chairman Com- 
mercial Section. 
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Final General and Executive Session 


Report of Committee on Company Sectio 
Work. Paper: “The Electric Vehicl 
and the Central Station,” J. F. Gilehris 
and A. J. Marshall, abstracted on pay. 
135, June Electrical Merchandise. Ad 
dress, ** Electrical Prosperity Week,” J. M. 
Wakeman. 


MENDMENTS were made to the 
constitution providing for the forma 
tion of a Manufacturers’ Section, to which 
all Class D and Class E members are 
eligible. The Pacific Coast members 
asked for better representation in the 
executive committees of the organization. 
They felt that they should be represented 
on the board by a vice-president, a mem- 
ber of the executive committee and a 
member of the public-policy committee. 
Association officers for the ensuing year 
were elected as indicated at the beginning 
of this report. The Pacific Coast is 
represented by both a vice-president and 
a member of the executive committee. 
The Doherty Medal and the Harriet 
Billings cash prize for Company Section 
Papers both went to Brooklyn Edison 
employees, the first to W. D. Katenberger 
for his paper on “Advanced Methods of 
Obtaining Big Power Business; the 
second to A. G. Paulsen for his paper on 
“Conditions Affecting the Continuity 
of Central-station Service.” 


Jovian Rejuvenation 

This was held at the Exposition grounds 
under the direction of Tribune T. E. 
Collins of San Francisco. The Amuse- 
ment Zone was the scene of the fantastic 
Jovian parade, and the dance-hall of 
“Toyland” the scene of initiation cere- 
monies. <A class of 50 candidates was 
initiated. 


Entertainment 

Wednesday: Dinner, Bohemian Club, 
by the Pacific Gas & Electric Company, 
in honor of Samuel Insull. Followed by 
a special illumination of the Exposition 
grounds and fireworks for the benefit of 
the delegates. 

Friday: All-day sight-seeing trip for 
the ladies. Boat to Sausalito; thence 
to Mill Valley by electric trains; special 
trains from this point to the summit of 
Mount Tamalpais; luncheon in the tavern 
on top of the mountain; the party coasted 
down the incline from the summit in 
gravity-propelled cars to Muir Woods. 
Water pageant in the evening at the 
Exposition in the lagoon of the Palace of 
Fine Arts. 


Maine Woods for New England 
Convention 

Mount Kineo House, Moosehead Lake, 
Kineo, Me., will be the scene of the fall 
convention of the New England Section, 
National Electric Light Association, Sep- 
tember 14-17th. Large motor-installa- 
tion business, commission regulation, 
and the electric vehicle and other central- 
station commercial problems will be the 
principal subjects of discussion. 
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Advertising 


Starting ’em Young 


Louisville Central Station Offers Free Sales Course and Liberal Commissions 
to Boys who Help to Build the ProspectjList 


HE reproduced advertisement is 

one which the Louisville Gas & 

Electric Company, a Byllesby pro- 
perty, has been running in the local news- 
papers. The underlying purpose of the 
advertising is to secure a working list of 
natural gas-heating prospects as cheaply 
as possible. If it pans out well, it will 
later be used in the electrical sales. 

The scheme is this: instead of sending 
out the expensive regular company so- 
licitors to build up a prospect: list, a 
selected crew of live-wire Louisville 
boys are being trained under the manager 
of the commercial department, Robert 
Montgomery, and at the company’s 
expense. Each boy is not only well 
drilled in the fundamentals of gas-heating 
salesmanship, thus receiving a training 
which may serve him well in the future, 
but the company starts a savings-bank 
account for him, based on the liberal 
commissions which the company offers 
for every prospect later converted into a 
sale by some regular solicitor. Mr. 
Montgomery was formerly a newsboy in 
the streets of Louisville and he has 
worked up through all the grades into 
one of the really important commercial 
managerships of the gas and_ electrical 
industry. He has, therefore, a thorough- 
going sympathy for hustling boys, and a 
knowledge of the importance of the right 
start for them. 

His gas-heating sales class for school- 
hoys meets on Saturday. Any boy is 
eligible who is ten years old or over, and 
who is enrolled in any Louisville school, 
public, private or parochial. However, 
only the boys who show that they mean 
business from the start are allowed to 
stick. The savings-bank idea is Mr. 
Montgomery’s, and before he gets through 
with a boy, he aims to impart practical 
lessons in neatness, politeness and thrift 
which will not be so to forget 
as the mere preaching of parents and 
school-maams. 

In the field, the boys are required to 
meet their friends, acquaintances and 
neighbors in spare hours and during 
vacation, and present the facts regarding 
natural gas heating. They simply in- 
terest the householder in the proposition, 
and if successful, present a card for him 
to sign. The card requests the company 
to send a representative at a certain hour 
and day and the latter closes the sale. 

Successful boys are given liberal com- 
missions for each order actually closed by 


easy 


a company solicitor. These commissions 
are based on the relative costs of the 
equipment to be installed, ranging from 
$3.00 down to 50 cents. 


Asjsoon as a boy earns his first dollar 
in commissions, he is presented with a 
savings-bank book which automatically 


opens an account for him. The accounts 
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SCHOOLBOYS—ATTENTION! 


Here Is Your Chance to Earn Money—To Learn Salesmanship—To Start 


a Bank Account. 


It’s Easy for Bright, Energetic Boys. 


Join Our Gas 


Heating Sales Classes This Week Sure. 





Every boy who e . 








Every Schoolboy Salesman Will Start a Bank Account 
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FIVE HUNDRED BOYS WANTED AT ONCE 


Read the Details of This Splendid Plan. 
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'¢ want the people of L e to think about 
their next winter heating a ynts in advance 

to assure themselves that heating with West Virginia 
gas has been proven highly satisfactory and economical 







by the first season's experience — It is to their interest to 
place ord as possible for the necessary stoves 
. furnaces and boilers 
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n the gas service 
was interrupted or ent 

Hundreds of people have told us that the cost was less 
than with sold tue! 





Host sstul mer 
the even. thorough 


Boye—Here » 


tunity 





Read the wet of satisfied natural gas heating cus- 
tomers on the opposiie page 


The Boys Wl Obtain The Prospects 
Our Regular Representatives Will Then Call 
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APPLICATION FOR MEMBERSHIP 
In Schoolboys’ Cas Heating Sales Class 's 


Mr Robert Montgomery, Manager Commercial Department, 
Lowsville € Electric Company 





1 desire to enroll as a member of the Louisville Gas and Electric Com 
pany's Gas Heating Sales Class 

Name 

Street Address 


Endorsed by 
Parent on Guardian 


Dated 1915 











Our Gas Heating Sales Classes Will Be A Your boy can thus earn 
Liberal Business Education For Any Boy beseech: : 


The Savings Bank Account Feature. 
How This Wi!) Help Your Boy. 


ess was laid the day they starte 


3% your chance 


Parents—Encourage your boys to seize this oppor- 


The German Insurance Bank has 
agreed to handle these savings ac- 
counts and to give them the best and 
most cordial attention. 





They Will Appeal to Parents and Boys Alike. 





r. Montgomery has insisted upon the Savings 
Bank feature of this plan. He made his own way in the 
world His sympathies s He knows -vhat 


helps them to become the nght kind of men 


Cash Outlays By Customers Not Necessary. 
ders Taken For Fall Deliveries. 


sseholders will be 


heating equipment several 





Orders will be taken, as deswed, for the installation of 


stoves, grates, furnaces, boile un September and Oc 
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y required in all transactions of this 







re ammediately placed in the bank ac 






Ider will gain the a 
nt wal pr 


as preterred. 


ed.trom them in any manner 


Schoolboys’ Gas Heating Commissions 


Simply For Getting People Interested 


prnerstone of their sw 


© be paid the schoolboy 


i thew first savings bunk ac 


suranc 


oterest at the rate of 3 per 
antrol of the boys, subject 


deposit to each boy's 





# which he has earned 


& your parents and send your 


‘alk i over wi 
application in early this week 


Louisville Gas & Electric Co. 


DONALD McDONALD. Vice President and General Manager 


Telephone Main 2182 and Home City 2182 


311 West Chestnut Street 


Page newspaper invitation to Louisville schoolboys to join the central-station’s sales force 
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draw interest at 3 per cent, and are under 
the sole control of the boys, subject only 
to the advice of the parents. Every 
Monday the company deposits to each 
boy’s account the full amount of com- 
missions which he has earned and which 
have been paid in during the preceding 
week. The advertisement emphasizes 
the importance of each boy’s keeping 
the money in the bank and adding to it 
steadily from his earnings. The bank, 
on its own account, has offered to add a 
bonus of $1.00 to each boy’s account, 
provided he has standing to his credit 
the sum of $20.00 on July 1, 1916. 

The advertisements are addressed to 
parents and boys alike, and no attempt 
is made to conceal the real purpose of the 
company—to get a live-prospect list at 
a much lower cost than the company’s 
own sales force could secure it. And, 
while one-half of each two-page spread 
is thus devoted to the plan, the other 
half is a straight talk to the prospect on 
the advantages of natural-gas heating. 

Taking it by and large, the school 
hoy’s sales plan of the Louisville Gas & 
Electric Company is an interesting ex- 
ample of shrewd business coupled with 
broad-guage public policy. Of course, 
the idea could be applied as well to the 
electrical as to the gas end, as it probably 
will be in Louisville. 


Clare N. Stannard, Secretary and 
Commercial Manager, The Denver Gas 
& Electric Co.: “We find Electrical 
Merchandise filled from cover to cover 
with excellent selling suggestions.” 
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Breezy Newspaper Cartoons 


HE accompany illustration shows a 

progressive series of newspaper car- 
toon advertisements by means of which 
the Texas Power & Light Company 
recently developed both dealer and con- 
sumer interest in electric fans. Mr. 
*Kool-Husband” and Mrs. **Kool-Wife” 
are the central figures of the cartoons. 
In the first cartoon, Mr. K. notes that 
the temperature is going up. The second 
cartoon repeats the illustration of the 
first, and in a second panel reveals Mr. 
K. looking at some fans in an electric 
shop. The third cartoon retains the 
pictures of the first two and adds a third 
showing the hero sweltering in his fanless 
office. In the fourth cartoon, the pre- 
vious three scenes are repeated, while, 
as a new feature, Mr. K. is seen to enter 
the shop to buy a fan. We find him 
enjoying the fan breezes in his cool office 
in cartoon five. 

Mrs. K. takes the stage for the first 
time in the sixth advertisement: she is 
having an uncomfortable time of it over 
a hot stove in the kitchen, but entering 
her husband’s fan-swept office in cartoon 
seven, she takes him to task for his 
selfishness. A compromise is struck in 
cartoon eight and they enter the fan shop 
together. Cartoon nine” reveals the 
happy ending with Mr. Kool-Husband 
and Mrs. Kool-Wife sharing the fan 
comforts in their rejuvenated home. 
Appropriate copy made plain the mean- 
ing of each advertisement. 

The fan campaign was run in co- 
operation with electrical contractors and 
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dealers in every city served by the Tex: s 
Power & Light Company. An announ: 
ment of the plan of campaign was se: 
to each electrical contractor and dealer 
and he was urged to carry local adverti: 
ing of his own to appear on the same 
page of the newspaper as the centra 
station copy. The advantages of fan 
window displays were also pointed out 
tohim. Each week, bulletins in the fori 
of a telegram, with the heading “Ney 
Business Cooperative Letter-Gram,” 
were sent out to the trade. They gave 
figures showing the number of fans 
connected in the various towns during 
that week. A sheet of the cartoons was 
also sent to each electric consumer in the 
cities to remind him of the series of 
advertisements being run in the news- 
papers. 
Now the Business Men 

From making the schoolboy a central- 
station salesman in Louisville to con- 
ducting an exclusive electric-vehicle salon 
for fashionable women in Boston, pro- 
gressive central stations are doing every- 
thing in their power to educate various 
groups of customers and prospects in the 
principles and uses of various electrical 
appliances. Kentucky State University 
has just announced a valuable supple- 
mentary movement. It offers a summer 
course in the study of electricity for 
business men, at the popular price of 
$15 for eight weeks. Classes are held 
from 11 a. m. to 12 m. The lectures, 
given by W. E. Freeman, professor of 
electrical engineering, are intended to 
teach the many elementary things about 
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These newspaper cartoon ads have developed widespread interest in electric fans in cities served by Texas Power & Light Co. 
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electricity that the average person does 
not know. The meaning of the simple 
terms of the science, reading of meters, 
cost of operating devices now in common 
use in the household, the important 
part played by electricity in every-day 
life, and similar subjects will be studied. 
This course, by giving business men 
inherently large-current consumers—some 
insight into such matters, should help to 
make them more amenable to the argu- 
ments of the central-station lighting and 
power salesmen. 


Cashing in on Sentiment 
HE accompanying picture was a 
human-interest: advertisement which 
touched a great many people on their 
sentimental side and led to considerable 
appliance business. 

The 22-month’s-old child shown in the 
picture is the daughter of C. H. Harvil, 
representative of the Northern Indiana 
Gas & Electric Company in the Chester- 
ton and Porter districts. He had several 
of the photographs made up in the form 
of post cards which he mailed to his 
customers. The demand for them proved 





Ilello! Yes. Anything you want Elec- 
trically, call my Daddy. He will supply 
your wants, 

Yours for a Happy New Year, 


Shook Phete Ww YNO 


A RUTH HARVIL. 


~ 


A successful central-station saleslady 


so brisk that they were all quickly dis- 
posed of, also a large number of electric 
irons, washing machines and other house- 
hold appliances—a much greater number 
than are sold in the course of the every- 
day selling. 

_ Among the many favorable comments 
incited by the advertisement, Mr. Harvil 
has selected one as particularly worth 
telling. It was from a business man of 
Porter, Ind., to whom one of the cards 
was sent while he was on a trip in 
Mississippi. This man said that it was 
one of the most attractive cards he had 
ever seen, and that the little girl looked 
just as if she meant what the words 
under her picture said. He has only 
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one child, and he has always felt that 
she thinks that “her daddy is the fellow,” 
too. He said that the card should 
always have a place in his office. 

TheWyona-Ruth-Harvil card over the 
Porter business man’s desk, as well as 
the considerable increase in appliance 
business in the Porter and Chesterton 
districts, are the best of evidence that 
Mr. Harvil’s idea was clever because 
successful. 


A Salesman to His Fellows 
J A. SUTTON, a young salesman em- 


. ployed by the Consolidated Gas, Elec- 
tric Light & Power Co., of Baltimore, 
Md., has won one of the 1915 N. E. L. A. 
Company Section first prizes for his paper 
entitled, “It’s the Customer.” It is a 
shrewd analysis of the real boss from the 
central-station man’s point of view. It 
is not mere theory, nor preaching: it is a 
blunt statement of the kind of customer 
policy which pays; which Mr. Sutton 
uses in his own business; which has en- 
abled him to build an enviable record in 
his district for keeping down customer 
complaints. Every central-station em- 
ployee, who is close to the public, should 
read the following abstract carefully 
then take the lesson to heart: 

“If you were asked right quickly the 
question, ‘Who is your boss?’ you would 
answer ‘Mr. So-and-So.’ You are dead 
wrong; it’s the customer. He is the real 
fellow behind the gun. The customer 
is ‘boss’ of the president down to the 
humblest employee, because he is the 
fellow who pays for the gas, electricity 
and merchandise sold by us and has 
shown on numerous occasions that he 
must be recognized as the one big fellow 
for whom we are working. You must 
learn how to furnish him prompt and 
satisfactory service all the time. 

“You will find that the customer is 
nearly always fair and reasonable. About 
one in a hundred is not. Win him over 
if you can. If this percentage of your 
boss is fair and reasonable, you have a 
‘bang-up’ fellow to whom to render a 
prompt and satisfactory service. Give 
it to him, he is entitled to it. 

“Prompt and satisfactory service is 
the key-note to the success of our great 
organization, and if lived up to strictly, 
you could not estimate its increasing 
value. To the sales person it means to 
give the strictest attention to every 
detail in connection with an order secured 
and then see that the same is. filled 
promptly and satisfactorily. If you make 
a promise, by all means see that it is 
carried out and do not make it unless 
vou are sure that it will be fulfilled. 
You are continually in touch with the 
customer and you have the greatest 
opportunity of anyone in the company 
of seeing that the ‘boss’ is kept in a 
pleasant and agreeable frame of mind. 
Of course, those selling on the inside 
do not have the opportunity of going 
as far into this matter as the regular 
district salesman. He is in touch with 
the customer all the time. If he sells 
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E9021 Tourist’s lion $3.75 


Three pounds of utility and convenience. 
Serves the traveler in many ways as it 
may be used as a hot plate and has com- 
partment for heating a curling iron. 








E970 Immersion Heater $3.00 


For heating water, milk, soups, ete. 
Equipped with wire rack which permits 
the Heater to stand upright in the glass. 
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HOME NEEDS 





E991 Portable Water Heater $4.50 


Will attract favorable attention from all 
vacationists. Useful for heating water, 
milk, soups, etc. Capacity |! 2 pints. 
yw 
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E989 Curling Iron $3.50 
With Hair Dryer 4.00 


Just the thing for seashore tourists. The 
hair dryer is useful after a dip in the surf. 


This re A 


Trade Mark (UNIVERSAL 


is on each 


piece or label. 


LANDERS, FRARY & CLARK, 


New Britain, Conn. 
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some wiring or merchandise, it is an easy 
matter‘ to call on the customer after its 
installation, to see if the same has proven 
itself satisfactory; and if not, to take up 
the complaint and see that the customer 
is satisfactorily served by us. Also in 
working among our customers, call on 
them from time to time; they will be glad 
to see vou, and may have a complaint for 
you to take up and adjust. While those 
selling on the inside do not have this 
excellent opportunity, yet the manner in 
which you promptly and satisfactorily 
serve your customer when he or she comes 
to see you, will have a far-reaching effect 
in keeping the ‘boss’ satisfied. To carry 
out the above you must be neat, clean, 
courteous, obliging and enthusiastic in 
your. work. 

“The meter readers and complaint 
adjusters rank next to the sales persons in 
opportunity to supply satisfactory ser- 
vice to the customer; and if all would 
perform their duties as they should, our 
well-organized complaint department 
would dwindle down to one man with 
practically nothing to do and the meter 
readers and others would perform their 
duties with greater efficiency. Now it 
is up to you to cut down the complaint- 
department force. Some time back and 
on several occasions, I received compli- 
ments from our complaint department, 
to the effect that very few complaints 
came from my district. This is on 
account of carrying out my own ideas 
of satisfactory service to the customer, 
after considerable study as to how I 
should succeed in selling. Now, if this 
can be done in one section of the city, 
it certainly is possible for each man to 
supply this class of service in his own 
district. Keep in touch with your cus- 
tomers as often as possible and see that 
there is no chance for a_ good-sized 
‘grouch’ to grow in any of them. 

The other day a customer requested 
that I stop in his store and get him 
straightened out on a matter. A certain 
salesman had told him that an appliance 
he was trying to sell would consume so 
many watts under certain conditions, 
and so many under other conditions and 
this explanation was too deep for the 
customer. I did not mention watts, but 
said it will cost you so many cents per 





hour. You must remember that the 
average person never hears of such terms 
as watts, and give the information to him 
in dollars and cents. The fellow who 
‘shoots off? to the customer an apparently 
technical line of talk, very seldom leaves 
with an order. It is the fellow who 
knows his business so well that he can 
present his arguments in clear, simple 
facts that is best able to supply that 
necessary satisfactory service. 

“Self-interest alone should demand 
this prompt and _ satisfactory service. 
We should each insist on it—not neces- 
sarily the department heads,—because 
under it the company is bound to grow 
and increase in every branch and with 
this prosperity we, the employees, must 
reap the benefits. 

“Remember always— ‘It’s the cus- 
tomer’—He is the Boss.” 


Lancaster Percolator Sale 


HE value of the bargain sale, when 

judiciously mixed with regular mer- 
chandising, was again demonstrated dur- 
ing the recent electric coffee-percolator 
campaign of the Edison Electric Com- 
pany of Lancaster. In the course of the 
60 days’ drive, 203 of these devices were 
sold—a strong showing in a city of less 
than 50,000 population where two metro- 
politan newspapers have: distributed, 
during the past twelve-month, over 1000 
non-electric percolators as premiums. 
The price of the appliance was reduced 
from $5.00 to $2.98 for the sale. 

The Lancaster. central station, which 
is a combination gas and electric com- 
pany, keeps only two salesmen on the 
electrical end, and there were various 
other reasons why a strict canvass of the 
city was impossible. Hence, this was 
an advertising campaign pure and simple. 
On the opening day of the sale, a reply 
post card (reproduced herewith) was 
sent out with the customers’ lighting 
bills. This card explained in detail the 
conditions of the offer, and also contained 
a picture of the percolator and a snappy 
talk on the quality of electrically per- 
colated coffee and the ease with which 
it could be prepared. 

At the beginning of the second month 
of the sale, a Westinghouse folder, 
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describing the conveniences of the electric 
breakfast set, was sent out with | 
customers’ bills. On the front cover of 
the folder, a special imprint in red ink 
called attention to the special offer, anc 
the date on which the price would oo 
back to regular. This was really clever 
advertising, since while it helped to se'| 
percolators at the special price, it also 
suggested that electrically made coffee 
was only one step: that the housewife 
could likewise prepare her toast, her 
griddle-cakes, her eggs, her whole break 
fast, by electricity. 

In addition to the mail advertising, 
a large illuminated billboard featured 
the offer in the city square, while large 
posters, 22 inches by 28 inches, in two 
colors, were conspicuously displayed at 
favorable points. The company’s win- 
dows were given over to special percolator 
displays during the campaign, and the 
outside sales force instructed to talk it 
up while on their regular rounds. 

H. J. Van Nieda, superintendent of 
the commercial department, while satis- 
fied with the record of 203 percolators, 
does not consider this phenomenal as an 
earlier sale resulted in the disposal of 211 
heat pads in one month. 


Customers in Embryo 

It is interesting to note that it is now 
fairly common practice, in well-equipped 
secondary schools, to give both theoreti- 
cal and practical instruction to the pupils 
in the every-day applications of elec- 
tricity. As a case in point, two members 
of the Chicago Section of the Illuminating 
Engineering Society, J. R. Cravath and 
W. A. Durgin, recently gave a talk to 
the students of the Lucy L. Flower 
Technical High School on ‘The Proper 
Illumination of the Home.” This sug- 
gests a real opportunity for central sta- 
tions everywhere to see that series of 
popular lectures on electrical subjects 
are given annually to high and grammar- 
school students. 


A. K. Baylor, General Electric Com- 
pany, New York: “Electrical Merchan- 
dise is certainly in my opinion a most 
enterprising publication in its field and 
is always well worth reading.” 











This card es the g 


Westinghouse Electric Coffee Percolator $ 
At the Special Price 


card, phone or call at once. 


y= following Division Superintendents: F. E. Kieffer, Manheim; 





OFFER EXTRAORDINARY ! 


test electric heating device bargain 
ever offered by us. During March and April we will sell (to our 
customers only) a beautiful, brand new 1915 model, fully guaranteed. 


938 


This unprecedented offer will remain open for 60 days only. After April 30, the regular 

rice of $5.00 will prevail. This percolator is the latest heating device product of the famous 
Westin house Works and carries with it the Company's liberal guarantee. mys 

An trical Coffee Percolator is a guarantee of good coffee. No flame, all the heat inside, 
always ready for use, no hunting for alcohol. Is economical too. Begins to operate inside 
of two minutes. Is safe, clean and durable. Don't delay; order now.. Mail the attached 


EDISON ELECTRIC COMPANY 
Orders also taken at the office of Edison Electric Company, Second and Walnut Streets, Columbia, Pa., and 


Charles 
chel, Christiana; James Brann, Elizabethtown, and R. N. Winters, New Holland. 














$5.00 


percolator. 
Loercher, Lititz; William 











60—DAY PERCOLATOR SALE 


Regular Price “ 


Perfect coffee—enough for the family—is conveniently and quickly provided 
right at the table, if desired, by this gracefully designed and efficient 


Our Best Offer Yet! Act Quickly! 


Special Price 


$2.28 











== 


Order Now! 








Front side postcard explains percolator offer 





Back of the Lancaster postcard 
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ELECTRICAL ADVERTISING 


Signs— Display Lighting— Window Lighting 


Signs that Fit 


Appropriateness the Chief Essential of Satisfactory Signs 


“ must always remember that 
an electric sign is primarily an 
advertisement. An — advertise- 

ment always is designed, first, to attract 
attention; second, to convey a definite 
commercial idea; third, to influence 
trade. In designing an electric sign, we 
seldom are able to accomplish all three 
purposes by means of lettering alone. 
Something must be accomplished by the 
general design of the sign, apart from 
the lettering. And this “something” 
means that the general design of the 
sign should be in keeping with the article 
advertised—which means that it must 
be appropriate. 

But we designers of electric signs are 
apt to overlook this point, and so we 
draw an ordinary scroll or conventional 
border merely as a “finish” to the sketch 

something that would do equally well 

for a jeweler, for a florist, or for a 

plumber. 

Yet each of these far different lines of 
trade offers a suggestion in itself. For 
instance, let us take the jeweler’s sign: 
a decoration or painted border can be 
worked up to represent a string of jewelry 
or a chain with pendants here and there. 
Or a watch, a brooch, or a ring can be 
worked into the background to appear 
behind the letters, or at the top or bottom 





An individualized stock sign 


of the sign. The florist’s sign can be 
cutfand painted to represent a fern or 
a rose tree with the letters on the face 
of the whole. Or if space does not per- 
mit of this, let us carry out the border in 
a leaf design or a vine or some flower 
effect. The plumber’s sign can be carried 
out along the similar suggestive lines. 
For example, the border can be painted 
to represent water pipes with various 
connections or “fittings.” The plumber 
cares nothing for fancy scrolls, because 
they mean nothing to his business. 

I was once asked to submit a sketch 
for a grocer, and was told he had several 


By E. G. Ricuarps 


beautiful designs from other electric-sign 
men. This customer did not care to go 
to the expense of flashing borders and 
effects, or the mechanism to operate the 





E. G. Richards, designer of signs that fit 


the small merchant's business 


same, vet at the same time he wanted 
something that was “‘different from the 
other fellow’s.”. My illustration will 
show what I submitted. You will note 
that everything in the sketch pertains to 
the grocery business and in itself is 
distinctive. My customer had looked 
at “rococo scrolls,” “‘art nouveau” and 
line decorations until everything looked 
the same to him. My sketch was new, 
it was distinctly an advertisement for 
his business, which won for me his order 
over those who had submitted some 





There are hundreds of lunch signs, but only one 


like this 


wonderful conceptions of the artist's 
ability. 
While many merchants prefer and 


will go to the expense of elaborate de- 
corative flashing or moving effects, their 
idea is mainly to attract the eye of 
the passing public. They forget, if in- 
deed they at all realize, that the addi- 
tion of these flashing effects offers a far 
wider field in which to convey their adver- 
And so we find in many 
cities that these flashing effects are not 
always carried out to the best advantage; 
in other words, they do not always fit 
the business. While they serve their 
purpose in attracting the eye, they could, 
at the same time, suggest something 
of the business they are advertising. The 
passing public, as a rule, is too busy to 
study a sign. It is not enough to catch 
their attention; vou must tell your whole 
story quickly—you must tell the story 
in a flash. The quick flash of colored 
light is a momentary eye catcher, but 
in nine cases out of ten, does not hold 
attention long enough for the mind to 
absorb the reading matter. A flash of 
colored light, therefore, means nothing, 
but if that light is going through some 
operation, it at once becomes interesting 


tising message. 





This sign really advertises groceries 


and holds attention. It might as well 
he doing something pertaining to the 
business it is advertising. If it be a 
hat store, let it represent a man tipping 
his hat. If it be a florist, let it be a 
growing flower. If it be a hardware or 
tool store, let it be a hammer in operation. 

In one of our summer resorts in the 
east, there is a very prominent cafe in 
front of which is an electric sign embody- 
ing a crawling snake border. How much 
better a sparkling glass of wine would 
be! The crawling snake means nothing 
to one of temperate habits and is really 
the last motif to be used to advertise a 
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business of this kind to anyone of extreme 
conviviality. The sparkling glass of wine, 
however, is a tempting suggestion to 
anyone. Five-tenths of the buying 
public are buyers because of sugges- 
tion. 

In a large city in the west, there is an 
up-to-date shoe-shining — establishment 
using a sign which has at the top a 
kaleidoscope effect and a lightning border. 
Here something more appropriate certain- 
ly could have been worked out; for 
instance, a shoe and two hands grasping 
the polishing cloth, and the hands made 
to flash up and down. This could have 
been worked out on a 1-2-3 point on-and- 
off flasher, whereas the kaleidoscope and 
lightning required a combination flasher, 
and consequently, meant more expense 
put into the hidden article. And the 
flasher, it must be realized, is really a 
hidden article, it being merely the 
mechanism required to operate that 
Which we wish the public to see, and, 
therefore, in itself is not an advertising 
message to the public. 

Many are the useable ideas that can 
be secured by glancing at advertising 
cuts, such as flowers, trade-marks and 
characteristic lettering in newspapers, 
magazines and Many = such 
suggestive pictures I clip and save. My 
office looks like the back room of a junk 
shop, but many of my best designs found 
birth among this “junk.” An_ old 


catalogs. 


A sign which symbolizes both name and product 
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There is no doubt what this sign advertises 


jeweler’s catalog furnished the border 
on the St. Joseph slogan sign. The 
heading of an old newspaper suggested 
the rising sun effect on the slogan sign 
at Easton, Pa. 

In each design I try to include what 
I believe all signs should embody 
appropriateness. To do this is a matter 
rather of common sense than of clever- 
ness. It simply demands that we remem- 
ber and apply the acknowledged principle 
that an electric sign is an advertisement 
and that every lamp and line should 
contribute definitely to a coherent adver- 
tising appeal. 


Better Light for Union Merchants 


The town of Union, N. J., situated on 
the Palisades directly opposite New York 
City, is one of the most progressive 
municipalities in northern New Jersey. 
It is a large embroidery manufacturing 
center with a population of about 30,000 
people. It is also the shopping center 
of nothern Hudson County, drawing 
trade from about seven other municipali- 
ties. 

In order to catch night shoppers and 
sightseers as well as those who throng 
the town by day a “White Way” was 
recently inaugurated on Bergenline Ave- 
nue, the “Merchants” Row” of Union. 
The new installation consists of forty 
1000 cp. type C lamps which have 
entirely transformed the old semi-dark 
aspect of the avenue. The opening of 
the White Way gave rise to a week’s 
celebration—merchants’ parades, band 
concerts, contests, and speeches. As the 
aftermath of these activities, four mer- 
chants were persuaded to install electric 
signs, and five other prospects developed; 
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five merchants changed their windo\ 
lighting to modern equipment, with 
dozen more seriously considering thi 
step. Now, according to F. W. Schmidt 
division superintendent, there is an 
unbroken line of well-lighted store win 
dows on Bergenline Avenue, as the result 
of the Public Service Corporation’s good 
work in Union. 


Edison Service in Ad Club Parade 


HE eleventh annual convention of 

the Associated Advertising Clubs of 
the World, held in Chicago, June 20 to 
24 inclusive, was opened by an elaborate 
night pageant participated in by adver- 
tisers in all lines of business. 

Electricity played a prominent part 
in this pageant and a number of electrical 
firms were participants. The Common- 
wealth Edison Company entered two 
floats, one of which is here shown. This 
float was mounted on an electric truck; 
the decorations were classic in design 
and the float carried a group of girls in 
classic costume. Four ornamental street 





Commonwealth Edison Float in Parade 


posts, each containing five Mazda lamps, 
60 watts each, occupied the corners of 
the float. Garlands of green foliage 
placed on the sides of the float were 
illuminated with Christmas-tree lighting 
outfits. There was a huge lamp in the 
center and an oval trademark on either 
side of the float. White carnations were 
thrown among the spectators during the 
entire line of march by the girls on the 
float. 

The Chicago Telephone Company dis- 
plaved one illuminated float showing a 
huge model of the telephone directory 
and another illuminated telephone in- 
strument on a truck loaded with “Hello” 
girls. 

The Edison Lamp Works also had an 
illuminated float, and the Lindstrom- 
Smith Company had one depicting the 
use of electric vibrators. 


James E. Davidson, vice-president 
and general manager, Pacific Power & 
Light Company, Portland, Ore., says: 
“We have increased our business largely 
through the medium of your paper.” 
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Report of Public Policy Committee 


Committee: W. W. Freeman, Chair- 
an; Nicholas F. Brady, Everett) W. 
Burdett, Henry L. Doherty, Charles L. 
Edgar, Gen. Georve H. Harries, Samuel 
Insull, John W. Lieh, Joseph B. MeCall, 
Thomas E. Murray, Holton H. Scott, 
hv-Officio, Samuel Scovil, Charles A. 
Stone, Herbert A. Wagner, Arthur 
Williams. 


HE past year has been one of un- 

certainty in business. It is evident, 
however, that conditions have for several 
months been improving and our industry 
has again demonstrated the stability 
of its investments under adverse con- 
ditions. 

The gross earnings of 275 large public 
utility companies during 1914 increased 
$41,438,000 over the preceding year and 
net earnings, $10,454,000. It has become 
clear to students of finance that electric- 
lizht companies, especially, are affected 
less by financial and industrial disturb- 
ances than other business, and as this 
fact becomes recognized by the investing 
public, our securities will become more 
thoroughly established in’ their con- 
fidence. Member companies will do well 
to broaden the market for securities by 
keeping local investors informed as to the 
relative merits of electric lighting and 
other securities, and by a policy of frank 
publicity as to earnings and _ financial 
condition. 

The practice of regulation by Public 
Commissions which this Association has 
supported from the outset, has been con- 
tinued without exception where previously 
in effect and has been adopted by three 
other states. 

Municipal ownership — is” probably 
neither more nor less an issue than a 
year ago. Some additional municipali- 
ties have determined to handle their 
lighting utilities; others have, by vote of 
the people, refused to do so; and. still 
others have abandoned municipal plants. 
As an economic proposition, municipal 
ownership has not “made good.” The 
apparent success, in the cases claimed, is 
due primarily to the fact that usually 
operating expenses only are charged 
against such plants, whereas interest and 
other fixed charges are provided through 
general taxation. As a question of 
economics, municipal ownership can 
never seriously threaten) the member 
companies of this Association. 


In connection w'th useful literature 
hearing on the economic features of 


municipal ownership, the Bureau of 
Public Service Economics of New York 
City has continued effective work in 
disseminating verified information, 
vathered from different) parts of this 
country and abroad. In addition to the 
reports of investigation of the Ohio 
municipal plants, mention should be made 
of the pamphlet issued by the Municipal 
Ownership Publishing Co., New York, 
which describes 212 abandoned municipal 
plants. A recent publication worthy of 
notice is the booklet issued by the 
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National Civic Federation of New York, 
containing six addresses on the negative 
side of the questions “Shall the Govern- 
ment Own and Operate the Railroads, 
the Telegraph and Telephone Service,” 
“Shall the Municipalities Own Their 
Utilities.” With the increasing activities 
of State commissions, the importance of 
reliable information covering their action 
has been realized. The Lawyers Co- 
operative Publishing Company, — of 
Rochester, is now issuing reports which 
include the full text of all the more im- 
portant decisions of Public Service Com- 
missions in the United States, also the 
most important court cases. 

Your Committee endorses this enter- 
prise as of distinct value to member 
companies. 

For years this Committee has been 
preaching the gospel of first-class service, 
reasonable rates and liberal treatment 
of the public, as essential to the perma- 
nent prosperity of any utility company. 
Your Committee, however, believes that 
the time has come to stop talking about 
the shortcomings of years long past. The 
electric lighting companies of this country 
have reason to feel proud of their record 
of publie service. [t can fairly be claimed 
that no single industry has contributed 
more to the comfort, convenience and 
welfare of the public in the past decade. 
It may be well to ask whether the time 
has not arrived to say something about 
the obligations of the public to recognize 
services efficiently performed. Our prime 
obligation is to serve the public, but our 
measure of reward ought to be reasonably 
proportionate to the value of the service 
rendered. 

There is real need today of an intelli- 
gent conception of the respective duties 
of public master to public servant as well 
as of public servant to public master. 
A servant who is ill-fed and underpaid 
cannot render good service, whether 
such servant be an individual or a public 
service corporation. What is needed 
most is an appreciation of the actual 
facts. It is difficult, however, to get the 
facts before the people, especially where 
they are being wilfully misrepresented 
by those whose interests seem to lie in 
agitation rather than in adjustment of 
difficulties. 

It is undeniable that an efficient public 
utility is a distinct asset to any com- 
munity. It is invariably one of the 
largest taxpayers, and through its service 
promotes industrial and general business 
activity. 

In view of these facts, it is entitled to 
the good will of the community, and the 
withholding of such good will is of direct 


disadvantage to all business. From 
selfish motives, if not otherwise, the 
business people in) every community 


should exert every reasonable effort to 
promote a sympathetic understanding of 
the difficulties and problems confronting 
utility companies, in order to secure the 
measure of public cooperation to which 
they are entitled by reason of a service 
honestly and efficiently supplied, and in 
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which the general public, whether they 
appreciate it- or essentially 
partners. 

Your Committee suggests to member 
companies that they should insist upon 
the recognition of their just claims for 
public support, believing that an aggres- 
sive policy with this object in view will 
attract attention and win respect. 


not, are 


A. C. McMicken, Contract Agent, 
Portland (Ore.) Railway, Light and 
Power Company, says: “If we did not 
like Electrical Merchandise, we certainly 
would not subscribe for 14 copies, as 
we are not in the habit of spending money 
for literature which is of no benefit to.us.” 
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ALL TIME 


American Flectrical Heater Company 
1335 WOODWARD AVE. 
DETROIT MICHIGAN ,U:-S:F- 
OLDEST AND LARGEST MAKERS 
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ELECTRIC CLEANER 


Over 150,000 American 


housewives have bought and are 


using the cleaner with this trade-mark. They 
have demanded the efficient 9-pound Frantz Premier. 
Thev wouldn't he satisfted with any salesman’s , " 
“Just as good.”’ ¢ 


ys \ 


_ 






In five years the Frantz Premier has sprung 
from obscurity to the dominating position in this field. Central € 
Stations and electrical dealers from Maine to California have put 
their seal of approval on this wonderful cleaner. They have found in it a 
cleaner that makes good, stays sold, and gives them a good profit. 





We have made a careful study of the electric cleaner problem. Every step in its man- 
ufacture and sale has been analyzed. We know that the cleaner itself is as efficient and 
fool-proof as human ingenuity can make it. Every machine carries the broadest guaran- 


tee. We know that it sells easily and is backed by the largest advertising campaign ever 
waged on an electric cleaner. 


We want an opportunity to put before you the Frantz Premier proposition because 
we know when you have investigated it from every angle that you will use it as the 
foundation of your household specialty department. 


THE FRANTZ PREMIER CO., Cleveland, Ohio 
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Coming Right Along 

Fred C. Pullen has been made sales 
manager of C. J. & F. E. Briner, electrical 
engineers and contractors, St. Louis. 
Mr. Pullen started in the testing room of 
the Western Electric Company 15 years 
ago. After several years’ experience as a 
construction engineer, he entered the com- 
mercial field, first with the General Elec- 
tric Company in St. Louis, and later as 
commercial manager for three of the 
plants operated by the Hodenpyl Hardy 
and E. W. Clark syndicates. His promo- 
tion to the salesmanagement of the Briner 
Company isa logical advance. Incidently, 
the Briners, themselves, have moved into 
a new 3-story concrete building. 


S. & W. Men Move Up 

Three Stone & Webster commercial 
men recently bettered themselves as 
follows: Walter G. Ross, transferred 
from the commercial department at 
Koekuk, Ia., to Texas; Guy C. Andrews, 
from Paducah, Ky., to Woonsocket, 
R. I., T. L. Moss, from Savannah to Co- 
lumbus. 


Change in Managers 
W. B. Sealey has succeeded W. A. Mall 
as local manager of the Belle Plaine (La.) 
Electric Company. 


W. S. James 
W.S. James, who for the past seven 
vears has been connected with the 
Frederick Gas & Electric Department of 
the Hagerstown & Frederick Railway 
Company, has been appointed new- 
business manager of the department at 


Frederick, Md. 
W. J. Barker 


William J. Barker, vice-president and 
general manager of the Denver Gas & 
Electric Company, has resumed _ his 
duties after several months’ confinement 
at his home following an injury which he 
sustained last December. 


B. S. Walters 


B. S. Walters, of South Bend, Ind., 
has succeeded W. D. Ray, resigned, as 
vice-president of the Northern Indiana 
Gas & Electric Company. 


S. E. D. Coast Representative 
H. T. Matthew has been appointed 
Pacific Coast representative for the 
Society for Electrical Development. 


Jenkins—O’Connell 
G. H. Jenkins, formerly contract agent 
at the main office of the Greenfield 
(Mass.) Electric Light and Power Com- 
pany, has succeeded John J. O'Connell 
as manager of the Shelburne Falls branch. 


Mr. O'Connell has been transferred to 
the company’s property at Amherst. 
Harry Clark 

Harry Clark, formerly new-business 
manager of the Worcester Suburban 
Electric Company, Uxbridge, Mass., has 
been appointed manager of the Union 
Light & Power Company and the Black- 
stone Electric Company, which furnish 
electric service in) Franklin, Millville, 
Blackstone, Foxboro, Bellingham, Attle- 
boro and Mansfield. 


A. L. Sigler 
A. L. Sigler has been appointed con- 
tract agent of the Mobile (Ala.) Electric 
Company. 


Store Manager Promoted 
J. W. Black, formerly in charge of the 
salesroom of the Birmingham Railway, 
Light and Power Company, has been 
appointed assistant commercial manager 
of that company. 


New Sales Agent in Naugatuck 
EK. F. Putnam has been appointed 
assistant superintendent and sales agent 
of the Naugatuck (Conn.) district of the 
United Light & Water Company and the 
Seymour Electric Light Company. 


New Field for Central-station Man 

C. J. Esterly has resigned as_ sales 
manager, the Metropolitan Electric Com- 
pany, Reading, Pa., to accept a similar 
position with the American Die & Tool 
Company of the same city. 


Waddington in the Field 
EK. H. Waddington, formerly St. Louis 
manager of the Cooper-Hewitt Company, 
has been appointed field manager of the 
Jovian Order. 


New Commercial Head 
F. H. Libby has succeeded the late 
W. L. Sawtelle as manager of the lighting 
and power department, Bangor Railway 
& Electric Company. Mr. Libby has 
been connected with this company for 
several years. 


C. R. Butler 
C. R. Butler, auditor of the Rutland 
Railway, Light & Power Company, has 
been appointed secretary-treasurer of the 
Binghamton Light, Heat & Power Com- 
pany and the Sayre (Pa.) Electric Com- 
pany. 


Flower in Cincinnati 
R. E. Flower, formerly assistant com- 
mercial manager of the Louisville Gas 
& Electric Company has been appointed 
manager of the electric shop of the Cin- 
cinnati Gas & Electric Company. 


Bradbury Resigns 
W. K. Bradbury has resigned as power 
engineer and contract agent of the Union 
Electric Light & Power Company, Frank- 


lin, Mass, 


Publicity Man for Thirty-eight Utilities 

E. Burt Fenton has been appointed 
publicity manager over the 38 electric- 
light, gas and electric-railway properties 
controlled in various parts of the country 
by W. S. Barstow & Company of New 
York. Mr. Fenton’s headquarters are 
at Sandusky, where for the past two 
years he has been in charge of the 
publicity department of the Sandusky 
Gas & Electric Company. Mr. Fenton 
was formerly a newspaper editor and 
political writer. 


Tyler Reports Progress 

The Texas Power & Light Company, 
of Tyler, recently closed a very successful 
house-wiring campaign, in which a special 
price was made the inducement and the 
contracts closed by a competent out- 
side solicitor who was a stranger to all 
parties concerned. This campaign is to 
be followed up by iron and fan cam- 
paigns in which the cart-tail appliance 
policy will be employed. Suitably deco- 
rated wagons will be loaded with the 
appliances, which will be demonstrated 
from house to house by male solicitors. 
Meanwhile, industrial business is not 
being neglected in Tyler. The local 
central station has just installed over 
100 hp. in an ice factory, and 35 hp. in two 
laundries. Electric drive is now being 
used in all Tyler factories except the oil 
mill. L. S. Small, the local manager, 
also reports that a Diesel plant of four 
engines, totalling 1000 hp., has just been 
completed and put in operation in a new 
reinforced concrete building. Business 
conditions in East Texas have begun to 
improve so rapidly that the Texas Power 
& Light Company is looking forward to a 
banner year. 


Meeting Complaints Halfway 

The Kansas City Electric Light Com- 
pany believes in anticipating complaints. 
On the back of all monthly bills the 
following notice is printed, which has the 
effect at least of keeping complainants 
away from the office while at the same 
time the spirit of fairness disarms many 
who ordinarily make extravagant accusa- 
tions and demand the impossible: 

TO OUR CUSTOMERS: 

“If you are dissatisfied with your 
electric service, notify the Company in 
writing. It may be our fault, it may be 
yours. Your complaint will be promptly 
looked into and any tests or examinations 
necessary will be made. 

“The Company will take pleasure in 
teaching its consumers how to read 
meters, how to figure bills and how to 
economically use electric light.” 


An Important Spoke of the Hub 

The latest tax figures from Boston 
reveal that the Edison Electric Ilumi- 
nating Company is the Hub’s largest 
tax payer. During 1914, a_ total of 
$420,564 was paid by this company, 
representing the assessment on $7,032,200 
real estate and $17,000,000 personal 
property. 
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Cool Breezes 


Western Electric 
FANS 





Western Electric 











Western E. lectric 


® 1915 FAN CAMPAIGN 
IS READY FOR YOU 6 


4 Its up to the minute, bristling with 
a complete new line of Sales Helps. 















Write to our nearest house for your 


copy of folder “SELLING FANS” 
it tells you all about the big | 
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Manufacturers of the 8,000,000 “Bell” Telephones 


New York Atlanta Chicago Kansas City San Francisco Montrea: ! London 
Buffalo Richmond Milwaukee Omaha Oakland Toronto Paris 
Philadelphia Savannah Indianapolis Oklahoma City Los Angeles Winnipeg Berlin 
Boston New Orleans Detroit Denver Salt Lake City Calgary Antwer Pp 
Pittsburgh Houston Cincinnati Minnea polis Seattle Vancouver Milan 
Cleveland Dallas St. Louis St. Paul Portland Edmonton Rome 
Johannesburg Sidney St. Petersburg Vienna Buenos Ayres Tokyo 


EQUIPMENT FOR EVERY ELECTRICAL NEED 
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GOING AFTER THE DEAD ONES 


In all the talk about campaigns for new 
customers, the value of an annual cam- 
dead 


paign for the resuscitation of 


services should not be overlooked. In 
every business there is always the danger 
of dead accounts—customers who have 
bought in the past and should buy now, 
but who, for one reason or another, are 
inactive. Merchants and manufacturers 
who are keen to make the most of every 
opportunity find that one of their most 
fertile fields is among the customers of 
yester-year whose accounts have been 
allowed to languish. The same thing 
may be true of lighting companies. 

This line of thought is suggested by 
the experience of a southern gas com- 
77 dead 
services in two weeks, which was three 


pany which recently revived 


times the number of piping contracts 
taken ordinarily in an entire month. 


NINE O’CLOCK TOWNS 

Civic betterment, of whatsoever sort, 
is bound to react to somebody’s profit. 
Better pavements mean profit to the 
paving contractor: better schools mean 
profit to builders and to those who sell 
school equipment: better lighting means 
profit to the lighting company. 

The accusation of self-interest should 
not deter lighting companies from urging 
upon their communities the advantage 
of late-hour burning of show-window 


lights. By that sign alone you can dis- 
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tinguish between ‘“‘a nine o’clock town” 


and a metropolitan city. In the one, 
trade is stagnant and out-of-town visitors 
few and unenthusiastic. In the other, 
brisks both 


surrounding countrymen and the vast 


business and ‘“‘spenders,” 
and generous army of traveling men, en- 
liven and enrich local trade. 

That a campaign for longer hours of 
window lighting will not always be put 
down as a wholly selfish propaganda, we 
cite the following editorial from a mid- 
west newspaper: 

“We are inclined to emphasize the 
appeal of the local lighting company for 
more illumination at night. If anybody 
shall accuse the lighting company of 
having a selfish motive in the agitation, 
we shall reply that if so commendable a 
campaign happens to coincide with the 
interests of the 


financial company, so 


much the better. We are willing to give 
its officials credit for enough public spirit 
to want the reform effected for the good 
of the town, apart from its own interest.” 

Such editorial commendation may be 
expected in favor of late-hour window 
lighting in any city where the press has 
the city’s welfare at heart. 


WHAT IS A BARGAIN? 


A copy of the Guttenburg Bible is 
worth about ten cents as old paper: it is 
worth $50,000 as an example of ancient 
feet 
square may be bought in a department 
“gold” 
frame): a painting of similar size by 
Corot recently sold for $85,000 cash. 

Why? 


Because a certain number of people 


printing. An oil painting three 


store for a dollar (including a 


have been educated to appreciate and 
value the art of Guttenburg and Corot. 
which 
change hands at such fabulous prices are 


Intrinsically, the masterpieces 
almost valueless, but because we have all 
been taught that they are the world’s 
best examples of art, we never question 
the price. 

It is this establishing of value through 
educational means that enables a mer- 
chant to offer bargains. A bargain is 
the offering, at a reasonable price con- 
cession, of something of established value. 
To be a bargain the value must be es- 
tablished. 

Price cutting is something very differ- 
ent. Price cutting destroys value, shakes 
popular confidence in both the goods and 
the seller, and if persisted in, it almost 
literally will kill demand. 


Electrical merchandisers should realize 
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this distinction and aim to establish 
values through educational advertising 
that 


offered, will have the stimulating effect 


in order genuine bargains, when 


for which they are designed. 


THE IMPORTANCE OF SCENERY 


An authority on merchandising is thus 
quoted in the Saturday Evening Post: 

“The main question now-a-days in 
selling goods is not the merchandise it- 
self, but 


merchandise.” 


the furniture surrounding the 


In other words, you can sell more goods 
at a better margin if you design your 
store with an eye to greater sales and 
higher prices. 

This is quite contrary to the ordinary 
Nine out of ten 
at least in the electrical field 


method. merchants 

design their 
their own whims or con- 
that of 


Central-station retail stores are primarily 


stores to suit 
venience, not their customers. 
bookkeeping departments with a counter 
for service applications and a cage for 
the cashier. Contractors’ and jobbers’ 
establishments are mostly patterned after 
the hardware store—notoriously a weak 
sister in the retail field. 

There is) much awaiting the 


will take the 
time to study the point of view of the 


profit 


electrical merchant who 
buyers of electrical wares, and take the 


trouble to cater to them. 


CHOOSING FRIENDS 


“Make friends now of the men with 
whom you will have to associate when you 
become general manager of the company.” 

That advice, conveyed by an important 
syndicate executive to the manager of a 
commercial department, sums up all 
there is to say on the subject of choosing 
associates. 


When old Baron Rothschild was asked 


for a brief recipe for success he said, 


ones 


“Avoid useless acquaintances.” 

There is a feeling among square men 
that a friend should never be forsaken, 
that lovalty becomes a test of gameness 
when one’s friend goes down and out, or 
But the 


cultivation of worth-while men does not 


when one goes forward and up. 


imply nor necessitate the sacrifice of any 
acquaintance but those who are unworthy 
of friendship. Nor does it imply superi- 
ority to those with whom, in a humbler 
day, we have been intimate. It means 
simply that in the press of larger respon- 
sibilities and greater activities, we cannot 
waste time upon those who only ask and 


hever give, 


HEAT & POWER 


Some Excellent Power Advertising 
Commonwealth Edison Company of Chic- 
ago Issues Series of High-class 
Folders Containing Brief, 
Convincing Copy 

EW central stations consider it prof- 
itable to advertise for power busi- 
ness, chiefly because the number of 
prospective customers is so small that it 
is possible to cover the territory with 
sales engineers. There are two sides to 
the argument when the market is limited, 
but in territory like that of the Common- 
wealth Edison Company of Chicago 
where manufactories are everywhere, 
good advertising will sell power just as it 
will sell any other commodity or service. 
Recently, this company issued, through 
its advertising manager, Dana H. How- 
ard, a series of mailing folders remarkable 
in two ways—for their typography and 
“class,” and for the crisp determination 
of their arguments. The illustrations 
herewith give only a hint of the appear- 
ance of this series. The “copy,” how- 
ever, can be reproduced verbatim, and is 
here given as suggestions to other com- 
panies intent upon going after this class 
of business with both printed and verbal 
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Another cover design of Commonwealth Edison 
pou er sé rie s 


arguments. The advertisements can be 
made to apply practically anywhere, in 
a small community as surely as in a large 
manufacturing centre. 


SAILING UNFAMILIAR{SEAS 
This is the age of specialization in business. 
The attempt to do many things is a common 
cause of business failure. The pioneer days of 
experimenting have given place to system and 
knowledge. 
The successful production of electricity in 
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large quantities is a specialized task. The 
greater the degree of specialization, the more 
efficient, the more economical the result. Men 
that know, because their education has extended 
over a long period of years; elaborate equip- 
ment; vast resources—all these are essential. 

In engaging in the production of electricity, 
the management of a store, hotel or building is 
sailing unfamiliar seas. More than that, the 
generation of electricity diverts capital to a 
side issue and distracts attention from the main 
issue. It is equally true that a merchant, 
banker, manufacturer or building manager 
cannot produce electricity on a small scale as 
economically or as efficiently as does Central 
Station on a wholesale basis. 

Convincing proof of the tendency for modern 
business to specialize, is evidenced from the fact 
that such concerns as Marshall Field & Co., 
Crane Company, Butler Bros., Hotel Sherman, 
Continental & Commercial National Bank 
Building, Insurance Exchange Building, The 
Fair, Jos. T. Ryerson & Son and others, buy all 
of their electricity from Central Station. 

The decision of such successful enterprises to 
depend upon the proved competency and 
economy of Central-Station Service rather than 
the uncertain experiment of a private plant was 
based on a thorough investigation of both 
methods of obtaining electricity. 


ComMONWEALTH Epison Company. 


THE BANSHEE 

Central-Station service, through its vast 
resources, assures a continuous supply of elec- 
tricity at all times. Imagine the difficulties 
that would arise if your private plant could not 
be operated. Yet the possibility of such a 
condition is a constant banshee, when we con- 
sider that a private plant is subject to be put 
out of commission by fuel shortage, breakdown, 
explosion, fire, or other causes. 

It can be readily seen why Central-Station 
power affords the only thorough protection. 

Customers buying Central-Station service are 
protected on every hand against every emergency 
and this complete protection could only be 
coupled with Edison service. 


ComMMONWEALTH Epi1son Company. 


DEPENDABILITY 

A visit to the enormous generating stations of 
the Commonwealth Edison Company would 
satisfy any business man or engineer of the 
dependability of this source of supply. 

We render service for the smallest homes, to 
manufacturers, the largest department. stores, 
elevated-railway lines and surface-car lines, and 
we feel that this is a guarantee of dependability. 

During the first few years’ life of private plants 
a reasonable dependability may be expected of 
the service of relatively small machinery, but 
owing to the fact that it is necessary to operate 
this machinery over a long period of years in 
order to get it to reduce carrying charges to a 
reasonable amount per annum, it becomes 
necessary to question the reliability of such 
machinery after the newness has worn off. 

What would it mean to you if your private 
plant were suddenly put out of operation? Does 
the use of such apparatus after its early re- 
liability has gone, assure you of sufficient pro- 
tection? 

Numerous instances can be cited where such 
interruptions have had very serious effect on the 
satisfactory operation of a business. The 
Central Station employs the most modern equip- 
ment with elaborate precautions in the way of 
reserve equipment of all kinds—everything 
needful to cope with remote possibilities 


ComMonweattrH Epison Company. 


ECONOMY 
When private-plant owners begin to consider 
accurately the high initial investment for a 
private plant, coupled with the excessive cost 
of maintenance and depreciation charge, they 
frequently begin to realize that it must be more 
economical to buy their electricity from Central 
Station and eliminate all this unnecessary 
expense and trouble. 
The private-plant owner often fails to con- 
sider the many incidental expense items which 
private-plant operation entails. 
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For your convenience in arriving at the tots 
cost of operating a private plant, we hay 
enumerated on the following page the differen 
items which should be considered. 

Central Station supplies as much or as littl 
electricity as you need—at the turn of a switch 
day and night. You pay only for the electricity 
actually used and, with the cost of private 
plant operation and maintenance constantly 
going up, the cost of Central-Station service is 
constantly diminishing. 


ComMonweattu Eptson Company. 


THE DEPRECIATOR 

A brand new power plant installed under the 
most favorable conditions and operated with 
the greatest skill cannot generate electricity as 
cheaply as the modern Central Station sells it 

Even with a low operating cost, what about 
depreciation? 

Each day, the private plant depreciates 
Maintenance and operation charges grow greater. 
The quality of the electrical supply deteriorates. 
The private-plant owner finds himself trying 
to straddle two ever-widening curves. Sooner 
or later the distance between them is bound to 
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Front cover of a Commonwealth Edison power 


folder. Its mystery note compels a reading of 


the inside contents 


become too great. The private power plant 
will be abandoned. 

Why wait until heavy operating expense 
forces you to abandon your private plant?) Why 
not abandon it now—before the cost to you of 
producing electricity gets higher—before the 
quantity of electricity per dollar of cost gets 
smaller—before the quality gets poorer. 

With Central-Station service, an abundant 
supply of electricity is instantly ready whenever 
you need it. Yet, unlike a private-power plant, 
Central-Station service never means an un- 
necessary oversupply. 

You buy your electricity from Central Station 
by measure. You pay only for the amount 
actually used. 

And not only is the cost of Central-Station 
service constantly going down, but improved 
facilities, greater output and greater economies 
of operation can only mean that it will continue 
to decrease in cost. 

Let us make a fair, unbiased investigation of 
your power plant. Frequently our engineers 
have pointed out striking opportunities for 
economy to private-plant owners. The informa- 
tion you will receive may prove immensely 
valuable. 

Commonweatriu Eptson Company. 


THE DOUBLE BURDEN 

Central-Station service carries your burden 
of depreciation and interest. You can purchase 
electricity from Central Station for less than 
it would cost you to generate it yourself. 

First of all, consider the installation of a 
private plant which entails a heavy initial 
investment. Consider, too, that electrical ma- 
chinery—operating under intense strain and 
tremendous pressure—deteriorates rapidly. 
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\ modest allowance for the annual depreciation 
juld be 15 per cent and under ordinary mone- 
tary conditions you must allow 5 to 6 per cent 
for interest on your investment. With this 
depreciation charge staring you in the face, it is 
once apparent that your private plant is 
rth 15 per cent more today than it will be a 
ear from now. 

Rates for Central-Station service have been 
reduced from time to time and on the accompany- 
ing chart the continued downward trend of 
Central-Station rates is plainly indicated. 

Do you not deem it advisable to investigate 
the advantages of Central-Station service now, 
while it is still possible to realize a portion of the 
initial investment in your plant? 


Commonweattru Epison Company. 


DIVERSION OF CAPITAL 

The private plant is not self-supporting. 

It not only fails to pay its keep, but it ties up 
capital which should be employed in production. 

This same capital, if reserved for commercial 
would allow an extension of the 
business and, in many instances, would tide a 
concern over a period of financial stress when 
capital is at a premium. 

A private plant diverts capital and attention. 
Not only that, but electricity can be bought 
cheaper from Central Station than it can be 
manufactured in a private plant. 


purposes, 


ComMoONWEALTH Epison Company. 


N. Y. Edison Gets Big Buildings 

Over a period of five years, it is an- 
nounced, the New York Edison Company 
has secured contracts for furnishing 
power and light to 97 per cent of the large 
buildings erected in the metropolis. The 
exact figures are 97.3 per cent of the large 
buildings erected in Manhattan in 1910; 
96.8 per cent erected in 1911; 97.3 per 
cent erected in 1912; 97.1 per cent erected 
in 1913; and 96.7 per cent erected 
in 1914. 

During the past half-dozen years, over 
350 private plants in the Greater City 
have been discontinued in’ favor of 
Edison service. 


For Pleasure, not for Speed 


The Washington Section of the Elec- 
tric Vehicle Association recently held its 
second annual sociability run, with 80 
electric pleasure cars of various makes and 
models in line. Many of the cars were 
driven by prominent society women. 
Quite an extensive route was covered, 
and 20 solid silver prizes were awarded, 
not to those registering the highest 
speeds, but to those who made the entire 
run in time closest to the average time 
for all the cars. This, of course, made 
the run a true test of the electric under 
ordinary pleasurable conditions. Some 
of the drivers went out for speed, going 
all the way at a 40-mile clip; others went 
at 15 miles an hour—and admired the 
scenery. Hence, each entrant enjoyed 
himself in hisown way. All the machines 
were decorated with the blue and white 
pennants of the association, and the 
effect upon the spectator was that of 


a long parade of beautiful cars. At the 
end of the run, a basket lunch was 
served. Unquestionably, these annual 


runs will have their due effect in stimu- 
lating the electric pleasure-car business 
in Washington 
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Electric-furnace Power Loads 
A Paper Read ,before the Commercial 
Section in Convention at San 
Francisco 
By F. 'T. Sxyper 


HILE it) somewhat understates 

the facts, it is convenient to 
remember that there are about 1,000,000 
hp. of electric furnaces in- regular 
operation throughout the world; an 
amount of power quite sufficient to 
justify serious consideration {rom power 
producers. This power is used in the 
making of aluminum, calcium carbide 
and other carbides, the fixation of atmos- 
pheric nitrogen, the making of steel and 
a long series of metallic alloys, and to a 
considerable extent in the high tempera- 
ture production of special chemical pro- 
ducts. The power used by the aluminum, 
carbide and nitrogen industries is largely 
produced directly by the users. ‘The 
power for making steel, alloys and chemi- 
cals is generally purchased from power 
companies. 

The United States has at present 
electric steel-making capacity under 100,- 
000 tons per year. The total production 
of steel from all kinds of fuel turnaces is 
some 30,000,000 tons. During the last 
year electric steel furnaces have been 
operating which make it quite evident 
that steel at any tonnage rate can be 
made at a lower cost than is practical in 
fuel furnaces. In the near future electric 
furnaces of certain types will make steel 
in large tonnages at a lower net cost than 
open hearth and Bessemer converter 
equipment can do it. 

During the last year, electric furnaces 
have been regularly operating in com- 
mercial service in which an open interior 
of considerable volume has been main- 
tained at temperatures around 2500 
deg. centigrade. This had made possible 
on an industrial scale, chemical operations 
of great importance that do not take 
place at lower temperatures. A great 
deal of thought and effort has been put 
into electric furnaces for melting copper 
alloys, and while operative furnaces 
have resulted, it has become quite evident 
that the commercial power load in this 
direction will be of relative small im- 
portance. 

There is another class of alloys, con- 
taining one or more of the light metals, 
which may be expected to become of 
great commercial importance in electric- 
furnace work. These alloys are largely 
used in steel production and are becom- 
ing of increased importance in the con- 
struction of air-craft equipment of various 
types. Owing to the relatively high 
value per pound of these alloys, their 
production will stand a relatively high 
power rate. 

Annealing and other heat-treatment 
work is a field for electric-furnace appli- 
cation that is being developed, and may 
be expected to extend to fairly large 
loads, in metal-manufacturing districts. 

In these directions the near future of 
electric furnaces will become of rather 
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large interest to power producers, and 
it is important to the industry that the 
power producers should understand 
clearly in a broad way the bearing of 
certain fundamental power conditions 
on the development of this load. 

The generally low efficiency of night 
work in many lines of manufacture makes 
it difficult in some cases to get electric 
furnaces into 24-hour operations. This 
usually means 12-hour operation, even 
where the men generally work 10 or 9 
hours, as the furnace can take current 
for 2 or 3 extra hours in the morning 
during the heating-up period. In actual 
experience electric furnaces show an 
annual load-factor on 12-hour’ service 
of about 40 per cent, and about 70 per 
cent with 24-hour service. 

Due to the intermittent character of 
the usual service, electric furnaces can 
generally be shut down during peak time 
without inconvenience. Practically all 
sorts of large electric furnaces can be 
shut down from two to four hours without 
serious loss of temperature. 

The most general and at the present 
the most rapidly growing electric-furnace 
service is for melting steel in foundries. 
It has been found difficult to do satis- 
factory molding work at night. The 
plan which has worked out well is to 
do all the molding on the day shift and 
at night melt and pour only. Under this 
plan the molders do not lose time while 
the pouring is being done and the practical 
difficulties that were expected with this 
plant have been generally overcome. 
The result is an all-night load for the 
power producer. 

Any available voltage can be used. 
Furnaces are now taking power from 
the highest to the lowest transmission 
voltages. Substantially all industrial 
furnaces are at present operating on 
alternating current. There are several 
reasons why in the future furnaces may 
be expected to develop toward direct 
current operation for higher efficiencies. 
Up to about 1500 kilowatts, are and 
resistance furnaces can be built for 60 
cycles. Above that, the design for 60 
cycles becomes difficult and the furnaces 
expensive. Furnaces at 25 cycles have 
been built up to 20,000 kilowatts each. 
Induction furnace design is more limited, 
and special low frequencies are required 
at 500 kilowatts and over. The large 
majority of industrial electric furnaces 
are operating from single-phase service. 

A single-electrode furnace is found to 
have the highest efficiency in practice. 
A single-electrode furnace must neces- 


sarily be supplied with — single-phase 
current. The practical question that 


ought to be clearly understood by power 
producers is that this higher efficiency 
will eventually force all electric furnaces 
onto a single-phase basis. 

In metal melting and the production 
of alloys a considerable majority of the 
operating furnaces are now single phase. 
In abrasives and alloys and heat treat- 
ment substantially all the regularly 


(Continued on page 201.) 
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Phantom view of the A BES T-O, _ wing os rmostatic ce eet, VEA 
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The A-BEST-O Automatic Electric [ron abso- 
lutely maintains the temperature for which the 
thermostat is set. It has a temperature range 
from 200 to 600 F. 


Owing to this temperature regulation the danger 





of scorching, or fire from an over-heated, forgot- 
ten, or over-looked iron is entirely eliminated. 


The VEA Heating Element em- 
bodied in this iron is owned and 
controlled by The Dover Manu- 
facturing Company, and is used 




















in all elect rically heated D¢ yV ER Eeoanee tion of re rding pyrometer chart showing the per- 
rR ° formance of an A. BES T-O Aut »pmatic Electric Lron taken 
products. VEA stands for the from re eula r stock. The curve indicates the — ormity = 


. : 2 A : temperature re guia tion nih A- BES T-O thermostatic he: 

highest perfection in heating elements. It stands control. Observe how closely the curve follows “s ‘mpe valane 
; line The sligke inc tus is yns are partly due to variations in 
for an absolute guarantee. the current and vibrations a the instrume a" We invite 


electricians to make similar teste 


You may discredit what we say about the A-BEST-O,—-vou may suspect evidence like the 
above, but do you distrust your own judgment? — By ordering ONE A-BEST-O you can readily 
put our claims to the test. We are willing to take the consequences. 


Awarded GOLD MEDAL at P.P.I. Expo. 


Ask for 


““ The Dover Manufacturing Co. 22% 
CANAL DOVER, OHIO ee 
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New Officers in Four States 

Officers of electrical contractors’ as- 
sociations in four states were recently 
elected as follows: 

Arkansas—President, W. A. Tread- 
way, Little Rock; vice-president, John 
Bloom, Pine Bluff; secretary and treasur- 
er, J. C. Dice, Little Rock; national 
director, James C. Rush, Hot Springs. 

Connecticut— President, L. L. Gaillard, 
Waterbury; secretary, G. M. Chapman, 
Waterbury; treasurer, Huntington Lee, 
New Haven; vice-presidents, N. B. Fitch, 
New Haven; E. S. Francis, Hartford; 
J. Warren Gay, New London; G. K. 
Spring, New Britain; H. R. Philbrich, 
Bridgeport. Executive Committee, E. M. 
Baldwin, Hartford, chairman; E. B. 
Wilcox, Meriden; C. F. Shepard, New 
Haven; J. S. Fisher, Danbury; E. S. 
Francis, Hartford.  Sergeant-at-Arms, 
Kk. L. Stevens, New Haven. Director of 
National Association, George M. Chap- 
man, Waterbury. Alternate, A.S. Green, 
Westport. 

Kentucky—President, Gus Albrecht, 
Louisville; vice-president, S. D. Dalby, 
Paducah; secretary, F. F. Valinoti, Louis- 
ville; treasurer, Charles Daubert, Louis- 
ville; national director, Frank E. Good, 
Louisville. 

Texas—President, A. J. Anderson, Fort 
Worth; vice-president, W. HH. Earl, 
Dallas; secretary, Charles W. Graham, 
Dallas; treasurer, C. M. Cockrell, Dallas; 
state directors, J. L. Bergstrom, Waco; 
C. T. Sattleson, Fort Worth; E. T. 
Barden, Houston; H. L. Hancock, Dallas. 


Contractors’ Convention Program 

Following in the footsteps of their 
N. E. L. A. brethren, the members of the 
National Electrical Contractors’ Associa- 
tion will convene in San_ Francisco, 
July 21-24th. A special train will leave 
New York early Saturday evening, July 
10, arriving in San Francisco, Sunday, 
July 18. The reception committee and 
officials of the California Association of 
Electrical Contractors and Dealers will 
meet the party at Richmond Pier. The 
members will be taken to the hotels by 
automobile. 

Here is the convention program: 

July 19: Executive meetings of Cali- 
fornia Association of Electrical Con- 
tractors, Auditorium, 9 a. m., and 1 p. m. 
All national members invited. 

July 20: Meeting of directors and 
executive committee of national associa- 
tion, 10 a. m., at Clift Hotel. Dinner 
and regular monthly meeting of Cali- 
fornia Association, Clift Hotel, 6.30 
p. m. W. L. Goodwin, vice-president 
and general sales manager, Pacific States 
Electric Company, will speak on ‘Co- 
operation Between Contractors and 
Jobbers.” 
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July 21: Open session, Auditorium, 


10 a. m. Addresses: C. F. Butte, 
president, San Francisco Association; 
J. R. Galloway, president National 


Contractors’ Association; C. V. Schneider, 
president California Association; J. Rolph, 
Jr., Mayor of San Francisco; J. A. 
Britton, vice-president and general mana- 
ger, Pacific Gas & Electric Company; 
C. C. Moore, director-general Panama- 
Pacific International Exposition; G. B. 
Muldaur, Society for Electrical Develop- 
ment; T. A. Addison, Pacific Coast 
manager General Electric Company. 
Business session at 2.30 p. m., and 
reception and dance, Clift Hotel, 9 p. m. 

July 22: Business session, Auditorium, 
i0 a.m. At 2 p. m., automobile ride 
for ladies and guests through Golden 
Gate Park and the Presidio. Business 
session, Auditorium, 2.30 p. m. In the 
evening, National Electrical Contractors’ 
night at the Amusement Zone. 

July 23: Final business session, Audi- 
torium, 10 a. m. Board of directors 
meet at Clift Hotel, 2.30 p. m., and the 
executive committee at 3.30) p.m. 
Dinner, dance and vaudeville entertain- 
ment, Pompeian Court, 7 p. m. 

July 24: Trip by special steamer 
around San Francisco Bay and through 
the Golden Gate. Party lands at Expo- 
sition grounds early in the afternoon. 


New Slate for Baltimore 

At the annual meeting of the Baltimore 
Section of the National Electric Light 
Association, the following officers were 
elected: President, Major H. 5S. Barrett; 
vice-president, J. S. Cruikshank; secre- 
tary, D. C. Bruce; treasurer, J. F. Wen- 
chel; executive committee, Messrs. G. H. 
Albrecht, C. S. Colburn, W. T. Beidler 
and E. W. Jahn. The following won cash 
prizes for the best papers in the prize 
contest, which the section has conducted 
throughout the year: Messrs. J. G. 
Reese, W. H. Cole, Frank Ruth, O. A. 
Bethke, Jerome Nixon, T. D. Rose, 
T. King, J. A. Sutton, H. L. Simmons, 
H. M. Riley, T. J. Kelly, L. F. Turnbull, 
M. A. Poster, W. H. Hammond and 
C. F. Filler. 


District-heating Convention 

The seventh annual convention of the 
National District Heating Association 
was held at Chicago, June 1-3rd. The 
following officers were elected for the 
ensuing year: President, D. S$. Boyden, 
Boston; first vice-president, B. T. Gifford, 
Grand Rapids; second vice-president, 
G. W. Marting, New York; third vice- 
president, W. 5. Monroe, Chicago; secre- 
tary-treasurer, D. L. Gaskill, Greenville, 
Ohio; executive committee, C. F. Oehl- 
man, Denver and Thomas Donohue, 
Lafayette, Ind. 

The average central-station commercial 
man looks on district heating simply as 
a by-product of electric service, and in 
his presidential address, H. R. Wetherell 
discussed the possibility of selling steam 
by meter rate so that it will both satisfy 
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the customer and pay a good revenue 
to the heating company. Another paper 
of interest to commercial men was en- 
titled “The Commercial End of the 
Heating Business,” by C. F. Oehlman, 
of the Denver Gas & Electric Company. 
Mr. Oehlman outlined the practice of 
his company in securing heating business 
and in handling the complaints of heating 
customers. 

J. F. Gilchrist, of Chicago, spoke on 
conserving the country’s natural re- 
function of the district- 
heating industry. Other questions con- 
sidered were public policy, franchise, 
standard practice in underground con- 
struction, low-pressure steam-cooking ap- 
paratus, powdered coal as a fuel, exhaust 
steam versus live steam for heating, and 
the establishment of a quarterly bulletin 
for the association. 


sources as a 


Fresh Start for Stone & Webster Club 

The Stone & Webster Club of Washing- 
ton met recently at the Washington 
Annex Hotel to endorse the continuance 
of the organization and to elect new 
officers for the next year. Vocal and 
orchestral music and a good dinner, 
added savor to the serious part of the 
proceedings. The following officers were 
elected: 

President, H. J. Gille, Seattle; vice- 
presidents, A. L. Kempster, Seattle; 
L. H. Bean, Tacoma; L. R. Coffin, 
Bellingham, and D. C. Barnes, Everett; 
secretary, E. A. Batwell, Seattle; treas- 
urer, F. O. Straight, Seattle. Trustees, 
W. H. McGrath, for the District; G. A. 
Richardson, for Seattle; G. W. Rounds, 
Tacoma; C. F. Kirchhaine, Everett; 
J. C. Hector, Bellingham, and S$. L. 
Shuffleton, for the Stone & Webster 
Engineering Corporation. 

New members were added as follows: 

M. R. Davis, commercial agent, Kirk- 
land; W. E. Evans, commercial agent, 
Issaquah, and H. D. De Camp, purchas- 
ing department, Seattle. Hon. W. E. 
Humphrey, congressman from this dis- 
trict, gave a talk on “Conditions on the 
Pacific.” 


Southwest Convention 
T the recent annual convention of 
the Southwestern Electrical & Gas 
Association, Galveston, the following 
officers were elected for the ensuing year: 
President, David Daly, Houston; first 


vice-president, F. R. Slater, Dallas; 
second vice-president, H. C. Morris, 
Dallas; third vice-president, D. A. 


Hegarty, Houston; treasurer, J. W. 
Walker, Dallas. A wide range of sub- 
jects of central-station interest was 
covered by the numerous papers, as 
follows: Annual Report, Secretary H. 
S. Cooper; President’s Address, G. D. 


Fisher, Southern Traction Company; 
“Rail Welding,” G. W. Smith, San 


Antonio Traction Company; “A Study 
of the Jitney,” H. T. Sullivan, Houston; 
“Boiler-Room Wastes and Economies,” 
F. N. Lawton, manager, Wichita Falls 
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YOU CAN | | 
SELL A i 
FEW THIS | | | 
MONTH | 


There are from two to adozen 
| opportunities in every commu- | | 
| nity to sell i : 


Thor Ironing Machines 

















A AOMEND PATS oer AB 


Large homes, country clubs, small hotels, convents, 





| sanitariums, and institutions of all kinds, have need for 


these machines. Hot weather isthe best time to sell them. 


The THOR 1s made in 37 inch, 42 inch and 48 inch : 
sizes, stanchly built and backed by the makers of TTHOR ! 
Electric Laundry Machines. There 1s profit in them 





for you and everlasting satisfaction for your customers. 


Write for complete data. You don’t need a sample 


machine you can sell from our circular. 


35 South Clinton Street CHICAGO 
NEW YORK—151 West 42nd Street New England Distributors :—Pettingell-Andrews Co., Boston 


| HURLEY MACHINE CO. 
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lectrice Company; “Modern Electrical 
Commercial Distribution,” M. J. Wolf, 
eneral sales manager, W. N. Matthews 
& Brother, St. Louis; “Important Factors 
in Accident Prevention,” C. B. Scott, 
\iddle West Utilities Company, Chicago; 
“The Commercializatior of the Central 
Station’s Organization,” Hartwell Jalon- 
ick, commercial engineer, Texas Power 
& Light Company, Dallas; “The Adver- 
tising Influence of the Employee,” F. R. 
Slater, Dallas; ““What the Southwestern 
Kleetrical and Gas Association Can Do 
For Me,” A. V. Wainright, Abilene; “The 
Positive and Negative Elements in 
Trade,” Fred Johnson, St. Louis; Report 
of the Accounting Committee outlining 
a simplified system of accounting for 
small and medium public utilities; ““Wel- 
fare and Educational Work among Em- 
ployees; Its value as an Operating Invest- 
ment,” Richard Meriweather, general 
superintendent, Dallas Street — Rail- 
ways. 


I. E. S. Elects Officers 

The Illuminating Engineering Society 
has elected officers of the society and of 
its several sections, beginning October 1, 
as follows: President, Dr. C. P. Stein- 
metz; vice-presidents, C. L. Law and 
J. L. Minick; general secretary, A. 5. 
Miller; treasurer, L. B. Marks; directors, 
W. A. Durgin, M. Luckiesh and J. A. 
Norcross. 

Chicago Section: Chairman, E. W. 
Lloyd; secretary, O. L. Johnson; mana- 
gers, A. O. Dicker, H. M. Frantz, C. A. 
Luther, A. H. Meyer, and F. A. Rogers. 

New England Section: Chairman, Dr. 
Louis Bell; secretary, 5S. C. Rogers; 
managers, J. W. Cowles, W. B. Lan- 
caster, G. P. Smith, Jr., H. F. Wallace 
and R. C. Ware. 

New York Section: Chairman, D. 
McFarlan Moore; secretary, N. D. Mac- 
Donald; managers, T. M. Ambler, L. H. 
Graves, W. F. Little, E. R. Treverton 
and H. S. Whiting. 

Philadelphia Section: Chairman, G. 
5. Crampton; secretary, L. B. Eichen- 
green; managers, G.S. Barrows, Douglass 
Burnett, C. E. Clewell, R. B. Ely and 
C. E. Ferree. 

Pittsburgh Section: Chairman, L. J. 
Kiefer; secretary, R. H. Skinner; mana- 
vers, Henry Harris, H. S. Hower, H. 
Kirschberg, H. H. Magdsick and G. W. 


Roosa. 


Bloomington Opens Branch 


A branch office and salesroom of the 
Union Gas & Electric Company of 
Bloomington, IIl., has been opened in the 
township of Normal. The opening was 
marked with a reception, with music and 
souvenirs, and elicited very favorable 
comment from both public and news- 
papers. It is said that the saving 
effected by making collections of bills 
direct, instead of by the commission sys- 
tem as heretofore, will pay fully one-half 
the expense of the new branch. 
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Cooperative House-wiring in Hartford 


HE Hartford Electric Light Com- 
pany and the — Griffing-Schofield 

Electric Company (local contractors) 
have joined in a cooperative house-wiring 
campaign during which the prospect. is 
offered his wiring and fixtures at about 
cost. A unit price of $50, payable on 
the installment plan if desired, is charged 
for all wiring and = switches, fixtures, 
glassware, Mazda lamps and a_ 5-lb. 
electric iron. The schedule of equipment 
for each room is as follows: 

Front hall, 1 ceiling outlet, 1 chain 
pendant. 

Parlor, 1 ceiling outlet, 1 three-light 
shower. 

Two chambers, 2 bracket outlets, 2 
one-light brackets. 

Bathroom, 1 bracket outlet, 1 one- 
light bracket. 

Cellar, 1 ceiling outlet, 1 key recep- 
tacle. 

Kitchen, 1 ceiling outlet, 1 chain pull 
pendant. 

Dining room, 1 ceiling outlet, 1 semi- 
direct bowl. 

Kitchen, special: 1 flatiron circuit, 
1 receptacle with five-year guaranteed 
five-pound flatiron and six feet of cord. 

The percentage of old houses already 
wired in Hartford is very high, and the 
liberal terms offered during the present 
campaign should reduce the number of 
unwired houses to minimum. 


Your Chance to Win Twenty-five 
Dollars 

H. F. Frasse, purchasing agent of the 
Edison Electric Illuminating Company 
of Brooklyn, wants ideas on how to pre- 
vent central station waste from the men 
who do the work in the lower as well as 
the higher grades, and is willing to pay 
cash for them. He has just offered 
three prizes of $25, $15 and %5 for the 
best papers contributed by central- 
station employees on the savings result- 
ing from economical practices and the 
utilization of waste material. He offers 
the prizes as an inspiration to careful 
and conscientious men and to induce 
greater emulation of those who are 
already saving money for their employers. 
Mr. Frasse has asked the executive com- 
mittee of the National Electric Light 
Association to appoint a committee to 
pass on the papers submitted in the com- 
petition. 


Advertising Exhibit at the N. Y. Show 

A valuable feature of the coming New 
York Electrical Exposition will be an 
exhibit of central-station and other 
electrical advertising at the main en- 
trance to the Grand Central Palace. A 
committee consisting of advertising re- 
presentatives of central stations will be 
in charge. Members of the electrical 
industry who desire to have samples of 
advertising placed in the gallery, should 
submit same to Cyril Nast, Chairman 
of the committee, Irving Place and 15th 
Street, New York. 
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Send For Our 


Investment Booklets 


These pamphlets issued by our Bond 
Department tell you exactly what you 
want to know about the small denom- 
ination securities of the utility companies 
under our management. ‘They are re- 
inforced by the most complete annual 
reports of their kind issued. 


Conservative Investments 
Yielding from 5.40% to 7% 


H.M. Byllesby & Company 


Incorporated 
New York 
Trinity Bldg. 


Chicago 
210 South LaSalle St. 














See That 
Long Swivel 
Nozzle? 











: 


Every housekeeper knows 





what it means in conven- 
ience. It’s one of the Pitts- 
burgh Cleaner’s features 
that increases sales— makes 
vacuum cleaner customers 
for you. 


The Pittsburgh 
Electric Cleaner 


is light, easy to handle, goes 
under furniture, cleans 
everywhere, hasn't too 
much suction to use on fine 


rugs, does not cost too much. 


Send for descriptive circular. 


Pittsburgh Electric Specialties Co. 


Pittsburgh, Pa. 
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AKE any business thorofare after dark. 
If there are fifty stores in sight you 


have fifty prospects for National MAZDA C 
lamps. 


Even the merchant who says, “I have 
all the light | need,” will change his mind 
after you have equipped his neighbors and 
competitors with these new business stimu- 


lators and his cash register begins to gather 
rust. 


There's only one prospect who's easier 
to sell than the one who does not use 


National MAZDA C lamps. He's the man 
who does use them. 


Now is the time and the National 
MAZDA C is the lamp. 


NATIONAL LAMP WORKS 


OF GENERAL ELECTRIC CO. 


a) Nela Park, Cleveland 
— Member Society for Electrical Development: ‘DO IT ELECTRICALLY” 
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“Minimizing Complaints” 


N article well worth the close atten- 

tion of every central-station execu- 

tive, and especially the new-busi- 

ness manager, whose record in no small 

measure depends upon the efficiency of 

the department which handles complaints 

and misunderstandings, appears under 

“ a title, in the last issue of the 

G. & E. Bulletin. It is written by 

ie E. Tripp, advertising manager of the 

Elmira Water, Light and Railroad Com- 
pany. 

‘The Elmira Water, Light & Railroad 
Company doesn’t furnish an audience 
for the oratory of the complaining patron 
any more. It did for a long time. It 
was bad business. The only audience 
the complainant now has is a gentlemanly, 
even-tempered, easy-going go-between, 
who likes his job—and is welcome to it. 

‘The kicker has been given a new 
stage setting, too. He doesn’t stand 
in line any more under an inviting sign 
over a drafty little window, which was 
advertised as the ‘Complaint Depart- 
ment.” He doesn’t put wrathy ideas 
and anarchistic sentiments into the minds 
of a dozen more who are anxious for a 
chance at the terribly bored individual 
hehind the counter. He doesn’t threaten 
vengeance on the company all the way 
from the Public Service Commission 
down to setting his dog on the meter 
reader. All the fun of preparing a 
beautiful speech for the amusement of 
brother kickers is past and gone. 

“Now when he calls, or when she calls, 
if it happens to be a ‘she,’ and very often 
she is, she is ushered into the tidiest little 
room in the whole building. She gets a 
minute to comprehend her surroundings. 
The oriental rugs, the unusual wicker 
furniture and wicker lamp and the restful 
effect of the bright chintz are suggestive 
of satisfaction with life. She has been 
dropped into surroundings which smother 
her ire and she gets a greeting from the 
professional adjuster which takes her 
breath away. 

“Of course she is right. 
preposterous. There must be some mis- 
take. She must understand that in 
handling the thousands of patrons of the 
company the human frailty of erring 
must creep in, and it is not impossible 
that this time she has been the victim. 
When she has come to understand that 
the folks who are running the corporation 
are human beings the same as herself, 
she is in a frame of mind to receive her 
answer. 

“She gets a square deal. They all did 
before, but they didn’t believe it. The 
little room and. the everlasting study of 
human nature gives the complaint man 
his start in life. He plays every game 
on the home grounds and he meets one 
Opponent at a time. It’s the most 
satisfactory thing in direct connection 
with the public of the many that General 
Manager Hill has introduced. 


The bill seems 


“Tt came about in a singular way. Its 
need early was observed by Mr. Hill, 
but it came to a head one time when the 
general manager asked the employees 
of the company, through the pay en- 
velopes, for suggestions for the improve- 
ment of service. A note from a fellow 
working on switchboards at the power 
plant showed he was working on the 
wrong kind of a switchboard. Inside 
of a week he was working the dimmers on 
the switchboard of public complaints, 
and so far his job hasn’t even blown a 
fuse. The complaint department has a 
record book of all complaints, the date 
of their receipt and the manner and date 
of settlement. The general manager 
receives this book twice a week and 
reviews it. Every complaint is supposed 
to be settled in 24 hours or the reasons 
given. In every instance the general 
manager writes a letter to the customer, 
expressing the hope that his little matter 
has been satisfactorily adjusted. If it 
hasn’t, he will thus learn. By this 
proper care of complaints they have been 
materially reduced. A card file of chronic 
kickers has been prepared. Instead 
treating them as such, a study of why 
they are chronics is being made and 
every legitimate effort is made to set 
them thinking differently. 

“The department accomplishes much 
in preventing the shutting off of a 
service about an hour after a customer in 
arrears has finally paid his bill. No 
service is discontinued without the OK. 
of this department. This saves many 
sore spots. 

“The other day a fellow stalked into 
General Manager Hill’s office and asked: 
‘What you got that white room out there 
for?’ 

‘What do you suppose?’ 
the manager. 

‘I know what it’s for,’ he said. ‘I 
went in there ready to eat the president 
of the company and that grinning little 
fellow of yours came in and asked me to 
sit down. He was so polite and agreed 
with everything I said until I forgot half 
the things I was goin’ to do and I went 
down and paid my bill. Believe me, 
that’s some system.’ 

“A half hour’s talk with Complaint 
Adjuster Longland is as good as a 
vaudeville. 

“One woman who applied for a dupli- 

cate bill apologized that every time the 
company’s bill arrived, as it does in card 
form, the baby cried for it and he always 
tore it up. The gentlemanly adjuster was 
glad to give her a handful of blank bills 
for the baby. She hasn’t been back since. 

“A Hebrew whose meter had been read 
ahead 10,000 feet had a terrible kick until 
he was told he wouldn’t have to pay 
again till the meter caught up to the 
reading. He was told in so suave a 
manner that he went out saying, ‘Vat 
you dink? Gas for nothing.’ 


inquired 


“A woman came in one day with a real 
grievance. A row over the size of her 
bills had caused a separation between her 
and her husband, and if the adjuster 
didn’t believe it he could see her grip 
standing in the hallway. She was on her 
way to mother and the gas company 
could go to another place a little bit 
hotter. 

“A fellow dropped in one morning 
bright and early with his temperature 
about 400 degrees centigrade. The way 
he started to clean up would have left no 
work for a janitor for months. His ser- 
vice had been shut off. He wouldn't 
give the adjuster a chance to talk. He 
was wound up and for once the little 
white room didn’t create any kind of an 
impression. No, he didn’t want to sit 
down; he didn’t want any smooth talk; 
he wanted to know what law gave any- 
body the right to shut off his service, and 

he wasn’t good for many times the 
amount of his bill. He laid down the 
laws of anarchy and mob rule with waving 
arms and menacing manner, intended to 
frighten the meek-appearing adjuster into 
complete surrender, and he ended up with 
the question, ‘What are you going to do 
about it?’ 

**Let us have peace,’ smiled forth the 
even-tempered Longland. It broke the 
ice; the man’s bill was paid and_ his 
service was resumed.” 


Hot Work Over the Counter 


In order to wake up sleepy trade, the 
merchants of Birmingham, Ala., recently 
inaugurated “Birmingham’s Dollar Bar- 
gain Day,” advertising the same ex- 
tensively in the newspapers. For the 
oceasion, the Birmingham Railway, Light 
& Power Company decked out its sales- 
rooms as a true merchandising shop, 
offered a standard iron for a dollar 
only one to a customer—and went to 
it. By nightfall, the central station had 
hung up the remarkable record of 650 
irons sold in 10 hours, 450 of them being 
placed in service at once. A large 
prospect list for the future sale of other 
appliances was also developed. 


Cash and Glory for the Hoover 


The Hoover Suction Sweeper Com- 
pany of New Berlin, Ohio, has won three 
gold medals and practically doubled its 
business during the past year. The 
medals were awarded at the Panama 
Pacific Exposition, the Anglo-American 
Exposition, London, and the ‘Taisho 
Exhibition, Tokio, Japan. In making 
these awards, the judges considered the 
powerful suction of the Hoover Suction 
Sweeper and the effectiveness of the 
electrically revolved soft) hair brush = in 
removing hair, thread, lint and deeply 
imbedded sand and grit, and raising the 
crushed-down nap to its original position. 
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OIL HERE 


os \ High-speed Here is an 
“TD E Deco! running ° 
Ssh) MOTOR Exclusive 
CAST ALUMINUM Feature 
FAN . 
in the 

OHIO 
auMiNom snaer. «| ~=©6 Suction 


BEST QUALITY 
IMPORTED BRISTLES Sweeper 


The belt driven roller brush of the new Ohio Suction 
Sweeper is an exclusive feature which means both easy 
selling and satisfactory service. 











The first question a woman asks about an electric 
sweeper 1s,“ Will it pick up threads and ravelings?” You 
don't have to dodge that question if you sell the OHIO. 
You can answer “yes”, and prove it. The belt driven 
roller brush will make good. 


There are twelve other points of excellence in the 
OHIO. It will do all that any sweeper will do and 
then some. 


The OHIO 1s che central station sweeper. It is trouble- 
proof. You don’t have to make repairs and replacements 

you don’t have to run a “service” department to con- 
stantly tinker the machines. 


BUY JUST ONE SAMPLE. THE MACHINE IS OUR BEST SALESMAN. 


Manufactured and Guaranteed by 


The Wise-Harrold Electric Company 
New Philadelphia, Ohio, U.S. A. 


























































































































Electric-furnace Power Loads 

(Continued from page 193.) 
operating furnaces are single phase. 
‘The proportion of single-phase furnaces 
is steadily growing in the face of almost 
universal 3-phase power generation. As 
the electric furnace types have developed 
under free competition, there obviously 
must be solid economic reasons for this 
situation. These can be found in the 
fact that single-phase current appears to 
he naturally better adapted for furnace 
work than 3-phase current, and that the 
saving due to the use of single-phase 
current materially outweighs the apparent 
convenience of using three-phase directly 
in the furnace. 

It should be noted that many single- 
phase furnaces are running in groups in 
which the individual furnaces are dis- 
tributed among the different phases of 
the generating system. Also that stand- 
ard 3-phase equipment will deliver 75 
per cent of its 3-phase capacity in the 
form of single-phase current. 

Single-phase current in furnace work 
has no direct benefit in itself except as it 
permits the use of a single electrode. 
The cost of operating a  3-electrode 
furnace is much higher than the cost 
with a one-electrode furnace. The com- 
mercial effect of this difference is of great 
importance both to the users of electric 
furnaces and to the sellers of electric 
power for this purpose. 

The potential difference permissible 
in an electric furnace is limited, as in the 
case of electric motors, by considerations 
of safety for the operators of the equip- 
ment. This with the same degree of 
safety permits the voltage of the single- 
are furnace to be about twice that of 
each of the ares of a 3-phase furnace. 
The greater heat losses of a 3-electrode 
furnace make necessary the use of about 
50 per cent more power per ton of prod- 
uct, so that each electrode of a 3-elec- 
trode furnace carries about the same 
amperage and is the same size, if made of 
the same material, as the single electrode 
of the single-phase furnace. Electrode 
consumption is largely a matter of sur- 
face burning. The 3-electrode furnace 
with the same electrode material, has 
three times the surface to burn and the 
electrode consumption would naturally 
be expected to be three times as high 
per ton of product. With three elec- 
trodes of the same size as the single 
electrode, the heat loss would obviously 
he three times as great in the 3-phase 
furnace as in the single-electrode furnace. 
Actually, the ratio is much higher, due 
to the economic necessity of using carbon 
electrodes in the 3-electrode furnace. Car- 
bon has about half the heat conductivity 
of graphite, so that the heat lost through 
the three electrodes is about 714 times 
the heat lost through the one electrode. 
However, with the single electrode fur- 
nace a contact is also required to connect 
the charge with the circuit. This contact 
loses some heat, hence the net result is 
that the heat loss due to the introduction 


(Continued on page 203) 
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This Ornamental Bowl 


of Sudan glass, is a part of the illuminating 


equipment of the Sub-Treasury building 
in New York. 


The same type of bowl, with other com- 
plete lines similar in style, is also being in- 
stalled in eight new Post Office and Federal 
Court buildings throughout the country. 
Chaste in form, and unusually attractive in 
decoration, this group of glassware harmo- 
nizes perfectly with the dignified, classic 
spirit of the architecture, and lends appro- 
priate beauty to its illumination. 


The Treasury Department of the United 
States government furnished the designs 
for the units, and specified the definite light- 
ing results which they must obtain; and the 
Holophane Works of General Electric 
Company, in open competition, secured 
the commission by demonstrating their 
superior ability to satisfy just such exacting 
requirements. 
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Advertising sells goods to you, 
why not let Advertising sell 
ko0ds for yous 


You realize, as we do, that personal salesmanship is the most effective kind. 
At the same time, advertising sells goods to you, why not let it sell goods for 
your 


Let the DIRTLESS WORKMAN eget you 
House Wiring Contracts 


Most people to whom you try to sell house-wiring are afraid of the 
wireman. They are afrard he will mar the floors, afraid he will break 
holes in the plaster, af aid he will tear things up generally. Overcome this 
groundless prejudice against the man who installs the wiring by sending to 
each of your house-wiring prospects a copy of 


THE DIRTLESS WORKMAN 


It’s a popular, easy-to-read booklet that tells just how easy and safe it is to 
have the wires installed in an already-built home. It explains to your 
customers that wiring a house is of a dirty job, z0¢ an expensive job. 


THE DIRTLESS WORKMAN 


is not hot-air advertising, but a simple, understandable argument in favor 
of your service. Like any other good printed argument it reaches and 
convinces many people whom your solicitors cannot or do not reach. 


3 cents a copy in 500 lots 


Over a million and a half copies of “‘Dirtless Workman’? and other 
RaeCo Central Station Ad-booklets sold 


THE RAE COMPANY 


17 Madison Ave., New York City 














earner 











fuly, 1915 


{ the current in a well-designed 3-phase 
urnace is about 5 times this heat loss in 
one-electrode furnace. 

Most of the refractory wear in an elec- 
rie furnace is on the roof. This roof 
wear is largely around the electrodes. 
With three electrodes this wear of the 
roof near the electrode would be expected 
to be three times as large with a 3- 
electrode furnace as with a one-electrode 
furnace. In regular commercial opera- 
tion the ratio of lining wear is higher 
than three to one. This is in part due 
to the fact that 3-phase current is used 
with three electrodes. 

The electrode heat loss is a considerable 
part of the total heat used in an electric 
furnace. The amount saved by using 
one electrode materially increases the 
number of heats put out per day. The 
fewer and = smaller electrodes to be 
handled in actual practice, do away with 
one man from the furnace crew. The 
reduced refractory renewals naturally 
result also in a material saving of labor. 
The sum of these effects is such that for 
the same holding capacity of furnace, 
the cost for labor per ton of product in 
good furnace practice is about one-third 
as much with the one-electrode furnace 
as with the 3-phase furnace. The single- 
electrode furnace makes a much more 
uniform load on electric-power service 
than does a 3-electrode furnace. 

What has been stated here as the great 
commercial advantages of the one-elec- 
trode, single-phase electric furnace can 
be readily checked by any power sales- 
man on inspection of the actual operation 
of such furnaces. The real question is, 
“What are the power companies going 
to do about it.” Are they going to 
insist that the consumer buy 3-phase 
current, which will substantially double 
his furnace operating cost, or are they to 
perform the true public service of supply- 
ing the form of energy which is actually 
in demand for this purpose? 

In the judgment of the writer, the 
power companies of today are too broad 
in their outlook, too keen for income, too 
willing to be of service to the community 
to delay the coming of this new load on a 
basis that will be solidly permanent for 
the furnace user, the furnace builder and 
the power producer. 


A New Drink Mixer 

A drink mixer for soda fountains, em- 
hodying a number of features suggested 
hy the drink dispensers themselves, has 
just been placed upon the market by the 
Fulton-Bell Company of New York. 

All working parts of this appliance are 
enclosed and made water-proof, and all 
surfaces subject to hard wear are of 
polished Monel metal which does not 
corrode and is not affected by acids of 
the liquids used at soda fountains. The 
device is very neat and attractive in 
design and should find ready sale. 


L. S. Small, manager, Texas Power & 
Light Company, says: _‘*Must have your 
magazine, Electrical Merchandise.” 


ELECTRICAL 





Oven for Glostovos 

The Hotpoint Electric Heating Com- 
pany, Ontario, Cal., has produced a 
small oven for use on Hotpoint El 
Glostovo and El Grilstovo. 

This “Ovenette” is made of pressed 
steel and finished in highly polished 
nickel. As illustration, 


shown by the 





it is made in three sections, adaptable 
to two sizes for economy in cooking. 

The low price of this oven unit will 
undoubtedly result in familiarizing thou- 
sands of families with electric cooking. 


G-E Sign Bulletin 

There is considerable of the White- 
Way spirit in the vari-colored front cover 
of the new Sign Bulletin of the Edison 
Lamp Works of General Electric Com- 
pany, while the inside pages deal with 
Edison Mazda sign lamps and_ their 
relation to a profitable central-station 
sign load. For one thing, it is shown 
that the recent perfection of the new 
105-125-volt sign lamps makes it possible 
for central stations, now supplying direct 
current, to solicit sign-lighting business 
just as well as those companies which 
supply alternating current. 

In the way of practical information, 
technical data covering the complete 
schedule of Mazda-lamp signs is given; 
also wiring recommendations for both 
alternating and direct current. There 
are chapters devoted to billboard and 
slogan lighting, projector lighting or 
painted signs, and the sign-wiring require- 
ments of the National Board of Fire 
Underwriters are amply covered by 
tables. The booklet is attractively illus- 
trated, and will be mailed to any central- 
station sign department upon request to 
T. J. Williams, manager, department of 
publicity, Harrison, N. J. 
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U. S. GOVERNMENT 
WANTS BACK ISSUE 


February, 1913, issue of 
ELECTRICAL MERCHANDISE 
needed by Library of Congress to 
complete its files. 

If you have a copy to sell, please 
mail at once to 


THE RAE COMPANY 
17 Madison Avenue, New York 
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New Westinghouse Publications 

The Westinghouse Electric & Manu- 
facturing Company has issued new publi- 
cations as follows: leaflet No. 3796, 
covering small d.c. generators known as 
tvpe CD, for use as exciters, for 
charging storage batteries, lighting coun- 
try residences and small industrial plants; 
sections DS1439 and 1456, switchboard 
publications, the first covering a. c. 
boards, and the second, rotary converter 
panels; reprint No. 10, a recently pub- 
lished article entitled, “The Relation of 
Trolley Feeder Taps to Machine Flash- 
Overs,” now published in pamphlet 
form. 





WE CAN HELP 


YOU TO SELL AND INSTALL 


STREET LIGHTS 


We offer you the 
benefit of our exper- 
ience in the prelim- 
inary work of secur- 
ing White Way 
We 
‘an save you time 
We 
can insure you an 
installation that 
will have noregrets. 


installations. 


and expense. 


| Ornamental 
Lighting 
Poles 


are designed to add 
beauty to your 
streets, but they do 
They 
help make your 
town prosperous by 


far more. 


_ attracting business. 


This particular 
design of pole is for 
the high efficiency 
Type “C” Mazda 
Lamp. 


Let us tell 
more about our 
product and ser- 


you 





vice. 


RNAMENTAL [IGHTING POLE () 


POLES FOR ALL TYPES OF LIGHTING 
°118 LIBERTY ST. 











NEW YORK * 






















































Building Future Customers 

There are several ways of interesting 
boys and girls in the domestic uses and 
applications of electricity—the very boys 
and girls who in five or ten years will be 
householders and = central-station cus- 
tomers. One way is through the schools, 
especially in the domestic science depart- 
ments. Another is to make spare-time 
appliance salesmen of school children by 
some such plan as the Louisville Gas 
& Electric Company recently adopted. 
See article entitled “Starting ‘em 
Young,’ on page 181 of this issue. A 
third way is through “How To” books 
such as “The Boy Electrician,’ by 
Alfred P. Morgan, a member of the 
editorial staff of Boys’ Magazine. Pub- 
lishers, Lothrop, Lee & Shepard Com- 
pany, Boston. 

In this simply and interestingly written 
book, Mr. Morgan instructs boys of a 
mechanical turn of mind in the principles 
of the various types of electrical appara- 
tus; and how to make and use the appara- 
tus with the tools and materials in their 
possession or not hard to obtain. It has 
been Mr. Morgan’s aim throughout to 
put things so that the boy can under- 
stand them, and from the boy’s point of 
view. It will be of future commercial 
benefit to the industry to have this book 
widely distributed and read. 


Making Stockholders of Customers 

The Consolidated Gas, Electric Light 
& Power Company, of Baltimore, has 
devised a plan to sell stock to its cus- 
tomers on the easy-payment basis. It 
is the belief of the company that this is 
one of the best modes of effecting a 
closer relationship between the central 
station and the consumer. Customers 
may buy from one to 20 shares of the 
common stock and pay for it in monthly 
installments of $4 a share, the amount 
to be added to the monthly lighting bill 
where so desired. The price during the 
first month, June 10 to July 10, was 
$106.50 per share, which was about the 
prevailing quotation on the stock ex- 
change. Price subject to change every 
30 days, so as to keep it on equality with 
the open-market quotations. It will 
take the customer slightly more than two 
years to pay for the stock in full, and 
subscribers will receive interest on money 
paid at the rate of 6 per cent until the 
stock is fully paid, when the certificates 
will be delivered. 


Princeton Honors Edison 

During the 168th commencement of 
Princeton University, observed _ last 
month, the degree of Doctor of Science 
was conferred upon Thomas A. Edison 
for his various inventions by which man- 
kind has been directly benefited, in- 
cluding the carbon telephone transmitter, 
phonograph, incandescent electric lamp, 
three-wire system, motion-picture camera, 
alkaline storage battery, and several 
modes of generating, regulating, measur- 
ing and distributing electric energy for 
light, heat and power. 
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Electric ‘‘Home-town” Arch Jobbers at Detroit 
It is proposed to adapt the electric The quarterly meeting of the Electric::| 


slogan-sign to sentiment in an attractive Supply Jobbers’ Association was recent 

way at Canal Fulton, Ohio. The “Old- held at the Hotel Statler, Detroit. There 
ie oxen gl of the ville, who 9 age attendance bth jb 
in contributions for an_ electric-illumi- and manufacturers. J. H. Trumbull, 


nated arch to span the river bridge. of the Trumbull Electric Manufacturing 
This arch will be supported by two orna- Company, spoke on “The Weak Points 
mental iron posts which will be sunk into — of the Jobber,” and J. W. Ripple, of the 
the stone ends of the bridge, and will be 


brilliant : with hundreds of incandescent — trical Jobber as an Exploiting and Selling 
lights. The inscription of the arch will 


Lo- “Camel Bichon, dee Reman Saeee,” Medium from the Standpoint of the 
The Massillon Electric & Gas Company Manufacturer. Phe delegates visited 
has agreed to maintain and light the the Ford plant and enjoyed a trip up the 
arch without cost to the village. Detroit River to Lake St. Clair. 


George Cutter Company, on ““The Elec- 











AND THEN THEY WANTED MORE 
Here is an example of a “repeat order’’ installation based on 


Greenwood J — , - 

As pictured above, this installation upon the building front and 
marquee of the Majestic Theatre is one of the most complete we 
have ever produced, yet it had hardly seen service before the 


owners voluntarily asked for estimates upon two big spectac- 
ular signs to be added to the present equipment. 


There must be SOMETHING about our work and our service 
to give results like this. Our prices are not the lowest,* but 


Greenwood j wei 7 ! i ly 


brings the business—the repeat orders. We can cite dozens of 
similar cases. When a Greenwood display goes on your lines, 
it means a customer so well satisfied that he wants more. He 
doesn’t try to cut down his displays—he voluntarily offers to 
increase. 

Isn’t it worth something to YOU to sell that sort of Electrical 
Advertising? You can, if you employ the service of 


Greenwood Advertising Company 
Knoxville, Tenn. Los Angeles, Calif. 


* You can get cheaper signs of your local tinsmith. 
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Specific 
Adaptability~ 


The General Vehicle Company builds a com- 
plete line of commercial vehicles. Six electric 
models, ranging from 1,000 to 10,000 pounds 
capacity are produced by the Electric Division. 
Three models are listed by the Gasoline Di- 
vision. The Industrial Division proffers indus- 
trial (or internal freight) trucks, battery truck 
cranes and lumber tractors. Even gasoline- 
electric vehicles are offered for special pur- 
poses. 


In view of this wide range of selection, the G. V. 
slogan of specific adaptability is far from an empty 
phrase. When we say that we adapt G. V. Electric 
Trucks to the local operating conditions as well as the 
individual haulage needs of the buyer, we mean just 
what we Say. 


The high grade electric truck is very elastic. In Pitts- 
burgh we place the equivalent of 5-ton power equip- 
ment in a 3’2-ton truck to overcome abnormal grades. 
We can increase battery capacity only, motor power 
only, speed only, or a combination of all three, to suit 
the need of the buyer, without hurting the efficiency 
of the truck. 


Our resources, long experience and wide distribution 


guarantee satisfaction. Bring your operating problem 
to headquarters. 


General Vehicle Company, Inc. 
Long Island City NY @ 


New York, Chicago, Boston, Philadelphia 
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The Edison Storage Battery 


and the 


Battery Exchange System 


The “Battery Exchange” System of Electric Vehicle 
Operation gives the Central Station a profitable and 
advantageous load that is awaiting development in prac- 
tically every city of the country. 


In the “Battery Exchange” System the Cen- 
tral Station owns the Batteries and the Cus- 
tomers pay for the Vehicles alone. The low 
price and small operating cost afford a sales 
argument to the customers that cannot be 
denied. The increased revenue to the Cen- 
tral Station is obtained at a minimum selling 
effort and expense. Central Stations can 
double their vehicle load in a few months 
by this method. 


On account of its permanent reliability, negligible main- 
tenance cost, high service efficiency and long life the 
Edison Alkaline Storage Battery is the most economi- 
cal equipment for this duty. 


BEFORE ADOPTING A “BATTERY EXCHANGE” 
SYSTEM GET OUR PROPOSITION. 


Edison Storage Battery Co., 
MAIN OFFICE AND FACTORY 
Orange, N. J. 
DISTRIBUTORS IN NewYork Boston Chicago Cleveland 
Washington SanFrancisco Los Angeles Portland, Ore. Seattle 


The Vehicles or a few representative users of Edison Batteries 
are shown in the border 
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